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A Great Chemical Laboratory — fF 


of “SMARTEST SHOES ON THE SQUARE” a 


This chemical laboratory is of utmost 
importance in testing, evaluating and 
safeguarding the tremendous variety 
of raw materials and ingredients that 
are available for Johnsonian Shoes. 





8556—White Buck Bal, 
Tan Saddle and Backstay, 
Red Rubber Griswold 
Sole and Heel, Grain 
Inner, Sanitized, Good- 
year Welt. A, B, C, D, 
6-12. 


So exacting is the control of the raw materials from 


leathers used in Johnsonian Shoes are made, that a 
ern chemical laboratory is one of the vita] parts of Johnsoni 
manufacturing set-up. At every important stage in the tar 
and manufacture, from raw skins and hides to finished lea 
they are subjected to rigid tests. The resulting uniformity of 
ity, color and finish make Johnsonians look better, wear lo 
and sell faster for you. Because of this chemical control, you 


sell consistent Johnsonian quality at Johnsonian’s modern 


sSvecneunne JOHNSONIAN DIVISION 


“WHAT'S BEHIND Ne, 
THE JOHNSONIAN LABEL” ENDICOTT-JOHNSON « NEW YORK CITY «+ ENDICOTT, N. Y. « ST. LOUIS, ath 


America’s Outstanding Line of Men’s Shoes Retailing at $400 
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BLIND SETTI 


Blind and Invisible settings for Diamond Brand Fast Color Eyelets are 
being used by a‘steadily increasing number of manufacturers both for men’s 
and women’s shoes. The heads of these eyelets are a moulded plastic, there- 
fore, non-corrosive. The barrel is made of Anodized Aluminum. 

In blind setting, no metal shows on the inside of the quarters 

— eyelet flanges cannot rub on the tongue. 

With invisible setting, a flat celluloid head on the inside of 

the quarter instead of metal keeps tongue and laces cleaner. 


Both of these settings are done with the use of standard equipment. 


UNITED FAST COLOR EYELET COMPANY BRANCH 
(UNITED SHOE MACHINERY CORPORATION) 
BOSTON. MASSACHUSETTS 
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A great White wave of National advertising is on its way. The 
most extensive magazine campaign ever placed behind a line of 
WHITES and Summertime Style shoes ... TEN FULL PAGES featur 
ing PARIS FASHION and CONNIE shoes, appearing in TEN of the 
nation’s leading magazines, seen by more than FIFTEEN MILLION 
WOMEN ... Bring this forceful shoe promotion to your store 

feature fhese nationally known shoes in your store America's 
greot line of style shoes fo retail profitably at $3 to $5 


featuring BURG a : 
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BERKELEY,” this excellent pattern from Walk-Over, is the result 
of direct consultation with Army authority on military footwear 
and superlative Walk-Over workmanship . . . Ohio’s soft, meaty 
Luxor Calf is responsible for much of its dashing, swank appear- 
ance; this pattern is destined for increased popularity. 


FecKuned in 
“BERKELEY” 


A WALK-OVER SHOE 


BY GEO. E. KEITH 
BROCKTON, MASS. 


B THE OHIO LEATHER COMPANY, GIRARD, OHIC 
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Shoe Sales 
SOAR. 


with this Cord Sole! 


EN can see at a glance that 

Goodyear’s Ali -Weather Cord 

Sole has all the qualities they're 

looking for— that’s why it’s so much 
easier to sell shoes fitted with it. 


They can see that it’s tough and 
durable — that it will stand up 
under the roughest punishment. 


They can see that its non-skid sur. 
face means better footing on slip- 


pery ground. 


And it’s easy for them to under- 
stand how its cross-lamination will 
prevent the shoe from getting out 
of shape because this sole won't 
buckle, stretch or warp. 


They know, too, that the name 
Goodyear is their best assurance of 
a top-quality product —one they 
can buy with confidence. 


Manufacturers are quick to learn 
that it costs no more to give their 
shoes all these features. 


So they use the All-Weather Cord 


THE GREATEST NAME 


All-Weather, Wingfoot—T.M.'s The Goodyear Tire & Rubber Company 


Sole — because they're sure it will 


help the sale of their shoes! 


TIP TO RETAILERS! 


Specify Goodyear heels when you have 
leather heels on new shoes replaced with 
rubber. And for maximum customer-satis- 
faction use Goodyear heels in your own 
repair shop. 








“E”"—Fuchsia & yel- 
lew design on white 
background. 


SPRING 


Eye-catching Bunny end Egg 
design in fuchsia and yellow on 
a white background. Ticket in 











CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 


is a Possible Prospect 
SELL THEM 


- 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 


Single cards, 60¢ each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $!1.10—1i2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE. UNLESS C.0.D. PREFERRED 


MERCHANDISING AIDS 





Pouy Cue Polly Clips 
for Price Tickets For Price Tickets — Adjustable 
i —Tilt at any angle. 


Recorder Stock Record t t 


i | 
Natural View for shoe cartons. Cyclone clips 


SHOE HOLDER included. seuseeee 





to display arch, branded, and 
fibre-sole shoes. Always. re- 
mains in upright position. 

Yq dozen sesesuec 
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“P" Blae & 
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background. 





BLANK 
TICKETS 








Choice of forty selling 


HOLDERS 


background. 


& black on white 





INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
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green border. 





CARDS 
@ FOR ITSELF 
INCREASED BUSINESS 


- 


background. 








SIZE: 1'/y" x29%"—Prices on opposite page. 


back. & yellow on white 


MONTHLY 


oy 





) 
( 


greund. 


f 


cards received for others of the current month, whose text better covers 


average size town, suburb or city shopping center. 

STORE WINDOW BULLETIN supplies merchandising and display suggestions 
their merchandising program. 

PRICE TICKETS: Blank tickets, harmonizing with the current month's cards. 
trim, are 35¢ per fifty, additional. 


each month. 


ANNUAL DISPLAY CARD 
SPECIAL CARDS, with wording os wanted. 
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SERVICE 























EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
IMPRINTED PRICE TICKETS with prices os wanted, to assure well blended 


“B" — Deep Lavender & ‘D” Rose, blue “O” Salmon, blue 


4 SERVICE 


green 
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OniciNnALity of today's style 
leaders calls for maximum versatility 
in machinery. The shoes illustrated 
are four timely examples of modern 
footwear which are being success- 
fully and economically manufactured 

on G/CC Cement Sole Attaching 

Equipment. 
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SUMMER STYLE PICTURE: Delicate leathers and light 
colors in summer footwear focus attention on the need 
for a box toe that blends smoothly at the tip line, yet 
forms a firm, accurate toe unit. 


TRIM ON THE FOOT—Celastic brings style to the eye in the neat smartness it gives 
the toe. Celastic brings comfort to the foot by eliminating wrinkled toe linings. 


TRUE TO THE LAST — Celastic reproduces the lines of each pair of lasts—accurately 
—smoothly. By maintaining toe contour, Celastic preserves the design of the last 
maker in each MATCHED PAIR. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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G OOD manners — refreshing to 
find these days—i.e. a sign reading 
—“We regret any inconvenience to 
our neighbors.” Signed: French, 
Shriner & Urner Shoes. 

The subject of our discourse to- 








day is NEIGHBORLINESS. When 
a new neighbor comes into our 
community, we make it a point of 
calling to show there is a family in 
terest in the community in a new 
member joining the fold. Well, just 
across the street, in that famous Air- 
line Terminal Building, about which 
we have written often before, comes 
the shoe store of French, Shriner & 
Urner. On one side is the Airline 
Restaurant and on the other side the 
Airline News Movie and Peterson's 
Tobacco Shop. 

Well, a salute to our new neigh- 
bor because of that gentle little 
sign: “We regret any inconvenience 
to our neighbors.” It wasn’t much 
of an inconvenience—-a great paint- 


ed hood covering the doorway and 
the windows in the process of con- 
struction—but the good spirit, as so 
expressed, is appreciated and I 
wouldn't be a bit surprised if some 
of the neighbors drop in to buy a 
pair of shoes . . . a kindly thought! 
* o 7 
THE National Conference of Busi- 
ness Papers Editors was held in 
New York City last week. Some of 
the spirit of the Washington confer- 
ences was transplanted —for in 
Washington the editors and news- 
paper men go in a group to the of- 


fices of the President, the cabinet 
members, senators and representa- 
tives and even the ambassadors and 
foreign legations. They go in a 
body, fill up the room, fire ques- 
lions at the authority and rush the 
news back to their various papers. 
Business paper editors have been 
doing this same thing for 20 years, 
under the strict admonition of non- 
quotable silence. They do this for 
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Ot the TRADE: 


the very reason that what they want 
is not exciting news, as such, but 
the interpretation of acts of men in 
government and what trends and 
significances they have on business. 

Well, the conference came to New 


York and for the first time, groups 
of business men visited top execu- 
tives in industry. The offices were 
not as spacious but the practical 
men running these great businesses 
expanded their minds to interpret 
American business, as they now 
see it, 

If you add it all up, the sum iotal 
would be pessimistic, over the long 
pull. This world we are now in—is 
not add-able. There are factors, un- 
revealed as yet, that may change 
everything. So, for that reason, the 
fear of the future was modified as 
against the activity of the moment. 
General business is on the rise—if 
expressed in man-hours at work and 
the making and moving of goods. 

But that’s not why we mention 
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the subject. The idea which we 
wish to convey is that meetings of 
men with other men are on the in- 
crease. Any group of merchants, in 
any town, can do the same thing— 
in making a date with heads of 
some of the big industrial plants or 
businesses in their community, to 
ask for that man’s opinion of the 
progress of “Our Town.” It’s a new 
and novel way of putting in four or 
five visits around town in a pilgrim- 
age in one day. 

The editors of the National Con- 
ference of Business Paper Editors 
went so far as to cover U. S. 
Steel, American Cynamid, General 
Foods, General Motors—and it was 
all good food for the mind and a 
new American way of expressing an 
appreciation for the brains of man- 
agement because it was a compli- 
ment to these men as well as expres- 
sion of business freedom of opinion. 


ee * * 
CARL FLIESBACH, manager of 


Walk-Over stores in the Chicago 
area, says: 


SHOES WITH BROAD Toes fgeml, 


“I belive we can look ahead to a 
prolonged era of broad and plain 
toes in men’s shoes. This is not only 
a style development alone but a 
trend that is a product of our times. 
Men in the military service are 
wearing an entirely different type of 
shoe, for the most part a distinct de- 
parture from the toe styles prevalent 
during recent years. When these 
men come out of the service they 
are going to be accustomed to a 
broader, roomier and plainer toe 
and will not likely be ready to go 
immediately into shoes of the other 
extreme.” 

S. L. WEISSKERZ of The Union 
Company, Columbus, Ohio, says: 

“I would not expect my credit 
manager to be a ‘glorified book- 
keeper.’ I would not expect him 
to do a lot of detail work in the de- 
partment that could be done by 
someone holding a minor position 
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—An old priest, walking along a 
street in Paris one day, saw a 
group of workmen busily engaged. 

— "What are you doing?" he asked. 

—"I'm working for a sou a day,” 
said the first. 

—"I'm carrying bricks,” said the 
second. 


—"I'm building a Cathedral," said 
the third. 

—How easy it is to size up the char- 
acter of a man by the spirit in 
which he tackles his job. 

—Most men, sorry to relate, just 
work for wages; some are consci- 
entious enough to endeavor to do 
an honest job. 

—But very few have the vision or in- 
spiration to help build a Ca- 
thedral. 

—The truly successful man is he who 
gets a real thrill out of his work, 
and joyfully views with the mind's 
eye the beauty or usefulness of 
the thing still to be completed. 


a 


President 





in the credit office. I would expect 
him to be the executive head of the 
credit department and function as 
such. 

“In other words, I would like to 
know from my credit manager the 
exact status of my business. When 
you analyze your business you will 
find that better than fifty-five per 
cent of the total business of your 
store is done on credit today. So 
the credit manager is better enabled 
to give you this picture of your 
business than any other executive 
in your store. 

“We have discovered that many 
people who apply for credit have 
no conceivable conception that their 
expenditures are greater than their 
incomes. We have discovered from 
our analyses that it is oftimes better 
to advise the applicants to confine 


themselves to payment of their pres- 
ent obligations before they seek ad- 
ditional credit. 

“We have discovered that people 
are constantly changing positions, 
their incomes, their addresses and 
even their names. 

“The best way to increase your 
business is through the Credit De- 
partment. So the function of sales 
management would be invested in 
my credit manager. My credit 
manager would be known as Credit 
Sales Manager. It would be his job 
to keep my business growing—as I 
said before, no individual in the 
store has a better knowledge of the 
business than the credit manager.” 

= + 


MICHAEL SCHAAP, president of 
Bloomingdale’s in New York, says: 

“The more thought I have given 
to the subject ‘Building an Efficient 
Selling Organization, the more I 
have been convinced that a per/ect 
salesforce can never be built, and 
what is an efficient salesforce must 


. always be a matter of degree and 


must depend not alone, as is loo 
often assumed, on the type and 
quality of the personnel selected for 
selling, and on the excellence of its 
training; but in large part on the 
nature and quality of the business 
in which the force is engaged; the 
personality and business philosophy 
of the management, and the type of 
selling that the management wishes 
to have, or, to put it a little differ- 
ently, the kind of impression that 
the management would like to make 
on its customers. 

“Some buyers do excellent work 
in training their people, just as 
some buyers write excellent ads, but 
it is no disparagement of the pro- 
fession of buyer to say that the great 
majority of buyers are incapable of 
properly educating their staff. Very 
likely it is because they have so 
many other things to do. Indeed, 
I have found in my own experience 
a curious dissonance between the 
duties of the buyer and the teacher 
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of salesmanship. It is not alone that 
most merchandise buyers either 
cannot or do not teach well—but it 
is one thing to know a subject—it 
is quite a different thing to teach it. 

“Every organization is a being 
body, ambitions and policies. But 
in itself, an entity, with brain, heart, 


it consists of human entities. No 
two human beings are exactly alike, 
physically or mentally, yet all are in 
general of the same mold, and react 
to the same influences. Each one of 
us looks out on the world from the 
spot on which he is standing. There 
is no such thing as a perfect selling 
erganization, but of this there can 
be no doubt, no one can hope to 
have an efficient salesforce in the 
sense that we in the department 
store field understand efficiency 
without deserving it by honesty of 
purpose and by inculcating down 
the line a spirit of frankness and 
of service to the public.” 


ERAPPINESS comes in pairs— 
Brouwer’s Shoe Store in Milwaukee, 
is advertised as a Family Shoe Store 
but it is a real “family shoe store” 
in another sense. During the past 
several months, there have been five 
inner store marriages; that is, boys 
from one department have married 
girls in another department. For 
this Summer a great “family” picnic 
is already being planned at which 
occasion will be all the children, 
grandchildren of all present and 


as well as the imme- 


past 
diate families of the 70 persons now 
employed in the store. That’s pretty 
good for an organization whose 
founder, Stephen J. Brouwer, came 
to Milwaukee 38 years ago, starting 
in the shoe business by peddling 
’ shoes house-to-house from a grip. 


in a, oe 


THE case of the squeaky shoes! 
Now that the shoe manufacturers 


have perfected squeakless shoes, one 
wonders why anyone should want a 


pair of shoes that squeak. But some- 
one did! 

On a visit to Southern California 
recently, our correspondent was 
taken to a motion picture studio in 
Burbank, to watch “movies” being 
made. She witnessed the filming of 
a scene from “Shadows on the 
Stairs.” The young lady who played 
the part of a “maid” was giving 
what was considered a very cred- 
itable performance, when right in 
the middle of the scene the director 
yelled “CUT,” in an exasperated 
tone. The cameras stopped turning 
and all action ceased. “Props!” 
called the director, “Wardrobe girl! 
Where’s my assistant?????” The 





assistant was busy riding herd on 
the visiting tourists, trying to keep 
them quiet while the scene was be- 
ing shot. 

As the director called for his 
henchmen three, they rushed to him 
and he pointed to the “maid’s” 
feet. (Very neat—even in low-heeled 
oxfords.) “The shoes,” he said, 
“they do not squeak!” The script, it 
was discovered, stated that the shoes 
worn by the “maid” must squeak at 
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every step. The squeaky shoes had 
something to do with the plot of the 
picture. The wardrobe girl hastened 
to the studio’s wardrobe department 


in search of a pair of shoes that 
squeaked, but Props, as the studio 
property man is called, turned out 
to be a magician and performed a 
feat of magic before their very eyes 
(and in practically no time at all). 
He asked the “maid” to take off her 
shoes. He pried off the layer of 
heavy sole leather, and then tacked 
it on again with just enough space 
between to give a friction surface 
with every step. 

Long before the wardrobe girl 
had returned, the scene had been 
shot again. This time the shoes 
squeaked beautifully, and when the 
director called “Cut,” he beamed 
and added “Print it!” 


* * # 


EN your Mother’s Day displays try 
to suggest gifts as suited to various 
mothers. “Is she a golfer?” “Does 
she like to dance?” And so on— 
just a word or two of suggestion 
throughout the gift assortment. 


“Horace sells twice as many shoes since he learned how to put action into his sales talk." 

















THE last week in April through the first days in July 
. . . the best ten weeks of the year for you shoe men. 
And better than the best this year with more people 
having more money to spend and more sellable shoes 
on the market than we have seen for many a year. 
There’s every prospect for a big season for every one 
of you if you plan your week by week promotions 
thoughtfully. Ask yourself what you sold last year 





Photograph courtesy of Josef of Gold 
Seal, manufacturer of style handbags. 


It 


TIMELY THEMES 





Te Sell Shoes While the Sun Shines 
in Ten of the Best Selling Weeks of 


the Year. 


during each of these weeks and then ask yourself what 
changes in Summer plans and ways of living will create 
new consumer demands this year. And what changes 
in shoes . . . styles and types and constructions . . 
have changed the picture since last year? 

Not claiming, by a long shot, to have all the answers, 
the RECORDER gives you here ten selling ideas . . . typi- 
fied by ten shoes now selling in New York stores . 
for these ten important weeks. 

1. Bright colors for the end of April. Sandals, ‘san- 








dalized pumps and ties in bright colors to give a little 
zip to the late Spring picture before you go into your 
May white season. Sell bright red. emerald green, 
bright flag blue and purple for print dresses, for neu- 
trals and for white spectator clothes later on. 

2. Spectators to start the white season. Some of you 
have been selling spectators all Winter long; some, a 
few weeks. And some of you are just starting to sell 
this type. White with tan, more white with blue and 
more with black patent. Elasticized spectators for better 
fit. New treatments in tip and fox, making the shoe less 
tailored and suitable for more kinds of clothes, Open 
toes dressing up this tailored type. 

3. Shoes for the long Memorial Day weekend, that 

[TURN TO PAGE 47, PLEASE] 


Shoes starting lower left:— 

1. Bright colors for the end of 
April. Red sandal from Oppenheim 
Collins. 


2. Spectators to start the white sea- 
son. White with black in modified 
spectator from Stern Bros. 


3. Shoes for the long Memorial 
Day weekend. Closed casual in white 
with a touch of color from De Pinna. 
4. White for graduation and white 
in all the gamut from carnation to 
creamy gardenia. Low heel graduation 
sandal from De Pinna. 
5. Cool dark shoes for dressy town 
wear all through the Summer. Sling 
pump with perforations and pinwheel bow from Andrew 
Geller. 
6. Multicolors in many types. Woven leather sandal from 
Lord & Taylor. 
7. Dude Ranch saddle color for a white costume. 
slipon from De Pinna. 
8. Beach, slack, Summer vacation shoes. 
for slacks from Stern Bros. 
9. Cucumber Punch, “cool as a cucumber” shoes, for all 
the family. Woven play sandal from Stern Bros. 
10. Stretch out the white season after the Fourth. Cross 
strap sandal from J. & J. Slater. 


Softie 


Lounging shoe 























Raster Sales 
Show Big 


Increases... 


View of St. Patrick’s Cathedral and the Easter Crowd on 

Fifth Avenue, New York, Easter Sunday, as seen from 

the British Building of Rockefeller Center. Thousands 

of New Yorkers appeared in the annual Easter stroll on 
the famous thoroughfare. (Wide World photo.) 
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Easter Sales Show Big Increases 


e 
I ollowing are additional telegraphic reports on Easter business 


receited by Boot AND SHOE REcoRDER from shoe merchants in key 


cities in various sections of the country: 


We have had perfect Easter weather and business has 
been very satisfactory. No price resistance. Colors 
about same as same weeks in April last year. 


Wituiam Hawn Company, 
Washington, D. C. 
Approximately twenty-five per cent increase first two 
weeks preceding Easter of 1941 over 1940. Same for 
first two weeks in April, 1941, over 1940. Price level 
slightly higher this year. More combination colors and 
patent leathers sold this year. 


M. A. MitreELMAN ComPANy, 
Cleveland, Ohio. 


ee * * 


In spite of rain Easter business four per cent ahead 
of last year and twenty per cent ahead of April last 
year. Retail prices same as last year. Best selling 
styles: First, bow pumps; second, sandals; third, spec- 
tator pumps. Materials: First, navy gabardine; second, 
black gabardine; third, patent. Men’s shoes fifty per 
cent black and fifty per cent medium tan stained. Black 
ninety per cent straight tips; tan seventy per cent pat- 

‘tern types and twenty per cent plain toes. 


FRANK WERNER COMPANY. 
San Francisco, Calif. 


Million dollar rain first three days this week affected 
Easter sales. Even so, sales showed twelve per cent 
gain first two weeks in April against same period year 
ago and fifty per cent gain two weeks preceding Easter 
this year against two weeks preceding Easter last year. 
Last year average sale $10.70; this year average around 
$10.00. Drop in average price per pair due to sale of 
play shoes now figured in shoe division. Blues and pat- 
ents leading; gabardine better than expected with 
shortage of brown beige in genuine alligator. Lizard, as 
anticipated, very good. Elasticized pumps led the field 
by big margin early, but recently backless sandals, better 
grade $12.75 up, selling good with demand increasing. 
Little interest in ties other than staples. 


_— 


NAPIER’s BOOTERIE, 
Omaha, Nebraska. 


+ * * 


Volume two weeks preceding Easter this year sixty- 
seven per cent increase over last year. First two weeks 
April, 1941, hundred and ten per cent increase over 
1940. Price levels about same as 1940. Best sellers 
elasticized pumps, gabardine, blue and beige, seven- 
teen eighth heels. 

Boston SuHoe Co., INc., 
Louisville, Ky. 
[TURN TO PAGE 32, PLEASE] 


One of the many unusual 
and _ interesting Easter 
shoe windows observed 
in New York this season 
was the attractive display 
of footwear and bunnies 
pictured in the photo- 
graph at the left. 





Yachtsman Jack Harris: I 
want a good shoe to wear 
aboard ship, something which 
will hold deck and give 
service. 

Salesman Dana Robertson: 
Here is one in blue and 
white which answers all 
needs. It comes in all colors, 
too. 





SELLING MBN... 


WHAT THEY LIKE TO WEAR 


Win sportswear and casual clothing for men a dominant thought 
for the next six months. let’s look at a Los Angeles store which feat- 
ures footwear consistently 12 months in the year. In the Pheips- 
Terkel organization, Partner R. B. Terkel has an uncanny knowledge 
of what men like to wear, what looks best on them and why. Harry 
R. Terhune, Recorder Field Editor, called upon him recently and the 
following pages report their interview on how to sell casual shoes. 














TERHUNE: 


IT is really. a pleasure and a privilege to be able to 
study shoe selling in such an establishment as yours. 
You have not only a statewide but a national reputation, 
for smart, casual clothes; in fact, Mr. Terkel, you are 
the pioneer in developing that well-groomed Jook plus 
the comfortable appearance men like so well. In the 
past few years your shoe department has had a remark- 
able growth. Just what is the fundamental reason for 
the sustained interest in your shoe selling activi- 
ties? 


TERKEL: 


Being able to present so many comfortable, colorful 
types of shoes which blend and complement our casual 
clothing. After much experimenting we found our shoe 
department really commenced to function when we had 
a good shoe man, one who understood shoes and the 
value of having several lines of various basic types of 
footwear from which to choose. We found that the 
dominant interest of men today is in casual clothing, 
and by having supplied ourselves with an outstanding 
assortment of colorful, comfortable and lightweight 


Above. Salesman Robertson: Note purchase on 
sole when it is bent in wearing. This creates a 
suction which really holds the deck. 

Harris: Better give me two pairs, so I will 
have a spare. 

Robertson: How about a few extra pairs for 


those guests who never have the proper shoes? 
Harris: Swell idea. Make it six pairs all together, 
two in my size and the four in other sizes. 


Left. Salesman Ken Myers: Plaids and tweeds 

for this Spring and Summer demand the more 
colorful types of casual footgear. As our shoe- 
man Mr. Peterson told you, in addition to your 
selected sport type shoes in brown and white to 
go with these three pieces of goods you have 
selected, these two leisure shoes can be worn to 
business as well as for the more informal casual 
wear. 
Customer George Hollingsworth: It is always 
quite a problem with me to decide what goes with 
what, when it comes to shoes, especially when 
adapting a new clothing color. 

Salesman Myers: These leisure shoes selected 
are a neutral tone, so will go well with all three 
of these pieces of cloth. 





Left. Shoe salesman Pete Peterson: 
Mr. O’Meara, Mr. Howard Cox has just 
selected this pair of casual shoes which 
have a fabric vamp. | know you have 
some shirts of this same material so I 
am quite sure Mr. Cox would like to 
see them. 

Frank O'Meara: Yes, Mr. Cox. These 
shirts are made of the identical material 
as is used in the shoe vamps. They make 
an interesting seasonal novelty. 

Howard Cox: A good idea. Send them 
both along. 


Below. Salesman Peterson: Yes, Mr. 
Harrold, many men are buying several 
pairs of casual shoes of the same mea- 
terial, but in different patterns. 

Ben Harrold: You sold me on the idea 
of having a pair of these shoes because 
they are so comfortable and go so well 
with my slacks. Now you are talking 
me into a second pair. 


casual shoes, we have greatly increased our sales on 
these types without invalidating even a single sale in 
the heavier, more staple varieties. 

We have also found, Mr. Terhune, that these shoes 
don’t sell just during the Summer months of the year. 
By properly stocking casual clothing and shoes during 
twelve months of the year, even though we have a cer- 
tain small slackening in these types during the middle 
of Winter, they continue to sell because we have com- 
plete assortments throughout the Christmas period. 

You know, it is rather a funny thing, but when visi- 
tors come to California for their Winter vacations they 
are usually surprised to find our stores and shop win- 





dows presenting lightweight casual clothes. Because, 
at this same time their stores back home are showing 
only heavy, dead-of-winter types, they are more prone 
to buy this merchandise than most people would 


believe. 





TERHUNE: 


Mr. Terkel, are these casual types sold only in your 
shoe department? [TURN TO PAGE 31, PLEASE] 


Salesman Peterson: That isn’t the half of it. For a 
man as active as you, you need the two pairs on the 
floor and you also need that pair of brown saddles on 
your right foot as well as this pair of glove pigskins on 
your left foot. This shoe you are looking at has a 
crepe rubber sole and is a decided change from the 
three other pairs. 

Harrold: Guess you are right. A man never has 
enough casual shoes in his closet and for one I am 
always open minded when anyone tells me a shoe story 
of what's new and comfortable. My car is out back, 
so bundle the lot up, please. 











IN planning for your Mother’s Day promotions, be sure 
to feature the sentimental as well as the serious side. 
Give noticeable attention to gift displays in the windows 
and in the store. Combine the attractive posters (write 
for information to The Trade Promotion Division for 
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Promotion Ideas 
lor 


MOTHER'S DAY 


The 1941 Mother’s Day poster was drawn by Mc- 
Clelland Barclay, and four color reproductions in 
various sizes are available for retail stores. 


the National Committee on the Observance of Mother’s 
Day, 129 West 30th Street, New York, for information 
and prices) in colorful settings, using carnation pink, 
leaf green and white. Try to arrange for colored paper 
for gift wrapping. Pink paper with green tie would do 


Below: The circular gold card cutout of the 
“locket” is backed with heads cut from Mother’s 
Dey poster. Elliptical cover is also gold card. 
Bead chain is gilt also. Set on panel of white, 
edged with green, with pink back panel. 


~~ 


* 
; 


REMEMBER , 
MOTHER eA 


SHE NEVER ronders 
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per petals are fastened to a round panel 


is edged in green. Below: The “paper doily de 
sign” can be worked out in many attractive ways; pic- 
tured is one of heavy paper, ribbon run, with a spray 
of carnations. 











Feature the Sentimental as Well as the Serious 
Side when Yeu Pian Windows and Interior Displays 
fer Mether’s Day. Recerder’s Premeotion Expert 
Here Suggests Some Practical Display Units and Tells 
You Hew te Build Them with a Modest Expenditure. 





by BR. E. ANDRUSS 


very well. Also feature mail-wrapping for gifts to go 
out of town. And offer “help for uncertain males” in 
gift selection. Showing gift suggestions in suitable 
wrappings is very effective, especially for slippers and 
hose. In some cases it would be practical to arrange for 
a supply of small potted plants, to sell for a few cents, 
and send a card to the children on your customer list: 


Dear Little Friend: 
Mother’s Day is May 11, and sometimes it’s hard 
to figure out what to get for your mother because 


Above: Stylized carnations are made by cutting = 
circles oot, Paper, serrating (saw-tooth notching) the 
and slashing at intervals to form the petals. 
Right: Cart wheels covered with large carnation 
petals of pink paper. Wood strip canopy covered 


with 
place by green paper ribbons. Cart is especially 
convenient for small store needing display space. 


Hi 





so often something real nice costs more than you 
have. So we've arranged to have dandy little plants 
at only 15c. for children who are our customers to 
give to their mothers, so that every one of you can 
give something you bought all by yourself. 

[TURN TO PAGE 35, PLEASE] 
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Te feds 


WERE all walking into the woods and as we get 
deeper and deeper in, we will find it more difficult to 
move along. We'll be caught in the briars and under- 
brush and many of us will lose our way. For that rea- 
son, it’s a good thing for an industry like that of shoes, 
to walk along the way, hand to hand—the tanner, the 
supply man, the manufacturer, the retailer—all one long 
company of men walking together into the “unknown.” 

We have a habit of thinking of production as some- 
thing separate and distinct from distribution—as though 
they were two antagonistic forces. The function of mak- 
ing goods and distributing goods is one and the same. 
One leads to the other and both are inseparable. 

The time will come before long, when we will wish 
that we had given some advance thinking to what might 
come and what might happen. If we could think ahead 
a little, we might organize now for future needs—some- 
thing like the Allied Trade Council that we had during 
the World War—and it might be termed a “Footwear 
Defense Committee or Council” for the situation we are 
in at the moment. 

We need to work together for many things—most 
important of all being—a proper appreciation on the 
part of the public for shoes and their personalized func- 
tion. Shoes are taken for granted. It is only when the 
individual has to do without precisely the shoe needed 
for his or her particular feet that a true appreciation 
of shoes comes. 

At the moment, we have a fixation on prices that needs 
to be talked out and worked out by a series of inter- 
trade meetings—such as we had in the World War days 
when we had that Allied Trade Council. This broad 
shoe trade of ours is not very articulate as an industry 
—the size and importance of which is fifth in number 
of workers employed and twelfth in value of products. 
Many a smaller industry has been much more vociferous 
in legislation, in economics and in trade information. 

We are not shoe-industry-minded in the sense of in- 
stantly bristling with protective belligerence in case we 
are “stepped on.” We are, rather, a meek industry going 
through this cunning world and these dark woods like 
the old itinerant cobbler, with his kit on his back, 
whistling the high road from job to job and meal to 
meal. To put the industry all together, it is one of the 
“poor-houses” of public service. We are so proud of 





OUTLOOM 


Too Consumed with Details 
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by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


the fact that we give the most for the money and the 
most in style that nothing else seems to matter. We 
compete with ourselves so violently that cleverer indus- 
tries take the moneys which might very well be coming 
our way—if we talked a little more about our service 
and our values compared with everything else. 

The public enjoyed an Easter buying period that had 
a great big bargain wrapped up in every pair. We gave 
the public shoes at the same prices, even though they 
cost more in ingredients, in wages and in service, and 
the wholesale index was up 7 per cent. In all prob- 
ability, we will soften the “bite” for the next season, 
because we don’t want to face facts“and don’t even 
want to listen to them. 

As a result, retailing and manufacturing and supply- 
ing have no opportunity of putting aside some reserves 
as against eventualities. All business within the shoe 
industry is operating too tightly—so much so, that it 
chokes opportunity to venture. We may need the re- 
freshment of new style, new invention, and new mate- 
rials, but because we have no room to breathe we hold 
to old ways and old things. > 

We know how to put prices up because of scarcity, 
but we don’t know how to get better prices because of 
public appreciation and approval of something so de- 
sirable that it would pay more to get more satisfactions. 

It has been said that you can buy the raw stock that 
goes into a $3.00 shoe and a $12.00 shoe for the same 
50c. piece. Mind you, that’s value in the raw, with no 
work added. Take the same raw elements and put them 
into the system of industry and one will appear in a 
workman’s shoe and the other in a lady’s fine shoe. 
It’s what goes into the system of industry that deter- 
mines what comes out at the fitting stool and for what 
price. We have a feeling that more goes into shoes in 
skills of head and hand than what comes out at the 
fitting stool, in comparison with any other article of 
wearing apparel. Commendable, indeed, is such a 
system of industry. More commendable would be a 
reward in the shape of profits that give to the industry 
a safer standing in the business world. 
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MORRIS C. VAN ARSDALE 


ANOTHER in our series of interesting father and son 
shoe stores is Van Arsdales, Inc., of Plainfield, N. J. 
Morris C. Van Arsdale is ably assisted in this enter- 
prise by his son, Arthur. 

Boot anp SHoe Recorper is weekly reading for 
every one in the organization. Mr. Morris C. Van Ars- 
dale says: 

“We certainly do find Boot anp SHor RecorvER 
helpful in many ways in our organization; that is, help- 
ful to the,sales staff, advertising manager, as well as our 
display manager, inasmuch as your magazine contains 


Another Generation Helps to 
Continue the Fine Traditions 
Thai Have Made These Enter 
prises Prosperous, Successful 
and Honored in Their Com- 
munities. 


ARTHUR C. VAN ARSDALE 


many valuable and timely suggestions in any of these 
fields of retailing of footwear. 

“Every one in our organization is interested to read 
the message your magazine conveys for better and more 
efficient merchandising in the shoe field, the seriousness 
of which is greatly relieved by your humorous cartoons 
and human interest stories which so aptly depict the 
shoe selling game; in short, Boot anp SHor RECORDER 
fills the bill for the shoe retailer.” 





BASTER 
NUCCESSES 


ADE 
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idea. The Mother and Daughter theme was very suc- 
cessfully carried out by a young woman in a lighter 
navy blue costume with matching sailor beret . . . the 
band bearing the words “U. S. Navy.” Her two little 
daughters wore identical berets and coats of the same 
blue as their mother’s. Aside from the sailor theme, 
the military influence was rarely seen, not even in the 
appearance of capes slated to be so important this 
Spring. 
Other Costume Colors 

After navy and black . . . the latter still very impor- 
tant and smart . . . plaids in brilliant greens, reds, pur- 
ples and blues on neutral beige grounds seemed most 
popular. The trend to more casual clothes for town 
wear was seen here. An occasional grey suit looked 
very smart. Beige, some how, did not register as very 
important among the better dressed women. Purple 
cropped up here and there as the most dramatic new 
highlight. Some lighter blues appeared, too, but looked 
a little washed out for the occasion. 

With navy the number one costume color, many navy 


Navy Leading Color in New York’s Easter Parade in Navy 
Suits, Coats and Shoes. Purple Newest Highlight Color Noted 


in Costumes and Accessories. 


Red, Caramel, Blond, Grey, 


Purple and Green, Novelty Colors in Shoes and Accessories. 


Tailored Shees 


in Bize and Tan and Smooth Leathers 


Showing Marked Acceptance. 


A WEEK of fine weather gave New York stores the 
biggest Easter business they have had in many years. 
“The best Easter I’ve known in more than 20 years,” 
said one retailer on the Avenue. Increased spending 
power plus depleted wardrobes due to past economies 
are the generally accepted reasons given for the record 
business done all over the country, as well as in New 
York. 

Propitious weather on the great day itself gave oppor- 
tunity for special brilliance in fashions parading on 
New York’s avenues from Lenox to Park. The number 
of suits seen on Fifth and Park Avenues proved that 
this is indeed a “suit Spring.” The warmer weather 
allowed many women to go without furs, even fur 
scarves. White collars, ruffles and jabots carried out 
the lingerie theme which has received much publicity 
this Spring. Wide tailored collars gained new interest 
worn outside navy suits, accompanied by navy insignia 
and sailor berets in navy or white. Touches of red . . . 
never overdone . . . on the costume and hat and, in 
some cases, red shoes carried still further the patriotic 


by ELEANOR M. RUTLEDGE 


shoes appeared. Black patent leather shoes, however, 
had a big play, in all-over and in combinations with 
gabardine and faille. An unusual amount of alligator 


and alligator grain calf was seen in blond . . . some- 
times antiqued’... . caramel and an occasional red 
shoe. Some natural color snakeskin in all-over shoes 
and as narrow areas of trimming were noted. Suedes 
in high colors . . . red, bright blue and an occasional 
green and purple shoe. But the big news was the num- 
ber of smooth leathers, especially in tailored types. 
Many navy calf and kidskin shoes in softly tailored 
types and a noticeable number of tan tailored shoes, 
including the popular antiqued masculine tan calf spec- 
tator pump. An occasional plastic shoe was seen. 


Trend in Color 


A very definite trend to the tan family was the out- 
standing news. Sometimes this color was nearer a warm 
beige or caramel than a typical tan. Real blond or 
beige was not popular, although seen occasionally and 

[TURN TO PAGE 32, PLEASE] 
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“Thumbs Up”’ 
No. 731 
modeled by 
LOUIS 
WHEELER 


We named it “Thumbs Up" because as the Valiant 
British say, “It can't be beaten" where the demand is 
for the new wider BROGUE types. It is a Fine Fitter and 
SMART OF LINE. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 


KRENTLER BROS. CO., ST. LOUIS 
OTHER MEN'S PLANTS be BROS. CO. MILWAUKEE 
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A Boot and Shoe Recorder Department 
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by JOHN F. W. ANDERSON 


“Old Shoe Week” 


Some shoe retailers find that stimu- 
lating children’s business in off sea- 
sons is a hard proposition. Sales do 
not have any great effect in bring- 
ing in new faces and more feet, so a 
new approach was tried by Abe 
Greenburg in his two Los Angeles and 
in his Pasadena shoe stores. “Trade 
in Your Children’s Old Shoes,” was 
the caption of the circular sent out 
to 10,000 families on the store’s mail- 
ing list. 

“Bring in an old pair of shoes, re- 
gardless of condition. In return for 
them you will receive a liberal trade-in 
allowance.” 

“This offer is limited to one pair 
of old shoes to each pair of new shoes. 
The trade-in allowance applies to the 
size of the shoes purchased. Purchase 
as many pairs as you wish—but bring 
an old pair for each new pair. All 
sales are final, no old shoes can be 
returned.” 

Customers were offered cash allow- 
ances as follows: 

50c. on Shoes Purchased in Baby 
Sizes, 2 to 8. 

75c. on Shoes Purchased in Child, 
Misses’ and Youth Sizes, 84 to 3. 

$1.00 on Shoes Purchased in Large 
Girls, or Boys, Sizes, 34 and Up. 

All shoes brought in that were in a 
wearable condition were given to 
local charities. 

* #* #* 


Mother’s Day—May 11th 


“Mother’s Day has added millions 
of dollars in retail volume. Mother’s 
Day has grown to the stature of a 
major promotion in May plans of most 
stores. To treat it as a casual holiday 
is to neglect a rich and profitable 
source of important volume. Plan for 
high Mother’s Day figures and you'll 
get them!” 

The above statement is a release of 
the newly created, official organiza- 


tion, The National Committee on the 
Observance of Mother’s Day, 129 West 
30th Street, New York City. They'll 
“help you make Mother’s Day not 
just a ‘day’—but an intensive 2-week 
selling period—a miniature Christ- 
mas.” They have full color posters, 
card toppers, streamers, buttons, stick- 
ers and other selling helps for the 
assistance of the retailer. 
* = - 

“Every merchant knows that run- 
ning a store—and making money—re- 
quires something more than a series 
of ‘stunts’. Successful operation re- 
quires good merchandise, sound man- 
agement, and observance of all the 
necessary fundamentals of good re- 
tailing. But every merchant knows, 
too, that if he can do something orig- 
inal now and then, inject a fresh idea, 
or extend some little service or cour- 
tesy—people will like it. They will 
remember him, and come oftener to 
his store.” 

—OPISM 
a: = 


The Parking Problem 


As one retailer has said, “It’s one 
thing to get the customers into your 
store, it’s another thing to sell them 
after you get ’em there.” This idea 
comes under the first category. 

According to Retail Management, 
“Only 278 automobiles can be accom- 


modated in one mile of 19-foot park- - 


ing spaces. If the average shopping 
trip takes two hours this means that 
curb parking can take care of only 
2224 cars per mile per shopping day.” 
And you know as well as I do that 
that isn’t going to do any retailer any 
good. Now, what are the possible so- 
lutions or conveniences that you can 
offer your automobile customers? 

1. A deal with the nearest parking 
lot or garage to park your customers’ 
cars at a reasonable fee or for nothing 
—such as an arrangement to charge 


them the regular price and the dis- 
count when they present a paid sales 
slip from your store. 

2. An arrangement with a bus com- 
pany to bring your customers in from 
the suburbs at a reduced rate (here 
again a rebate system). 

3. An offer to your customers to 
have your boy deliver the customers’ 
wrapped bundles to their cars. 

4. Numerous large stores have built 
their own parking lots or parking ga- 
rages. 

> 
Give Ample Warning to 


Your Customers 


When you are moving your store, 
don’t just close up on a Saturday 
night and open up at the new location 
on Monday morning. Give your cus- 
tomers ample warning. As, for ex- 
ample, here is the way that the Flor- 
sheim Shoe Store, Fulton Street, 
Brooklyn, announced that they were 
moving a dozen stores down the street. 

A huge red arrow was hung at the 
top of the window, next to the glass, 
with large white letters announcing 
that on such and such a date (about 
four weeks hence) that they would be 
moving down the street to so and so 
address. The shopper couldn’t miss 
seeing the sign and it didn’t interfere 
a bit with the Spring shoe display. 

* # # 


Make Money on Hosiery 


We recently received a call from a 
Connecticut shoe retailer who reported 
that one of the reasons that he sells 
so much hose in his men’s shoe de- 
partment is due to a hard working 
“silent” salesman. He says that hose 
is something that the customer buys 
by suggestion and the “eye” sugges- 
tion of an attractive hosiery display 
has sold more shoes in his store than 
any two shoe salesmen. 

The display consists of an attractive 
four drawer gumwood chest at the 
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BEST IDEA OF THE WEEK 
AND ONE TO GROW ON 
(Blitz Boot Shop, Chicago, Ill.) 


O. P. Ideator—“Glancing through your store, it 
seems to me that your new Deb is one of your busiest 
money-makers. The department seems to be crowded 
with "teen age girls.” 

Mr. Harold Blitz—‘“Yes, and that’s just what we 
intended. When we remodeled our store recently, we 
decided to give the growing girl a spot she could call 
her own. Ours is a family shoe store catering to men, 
women and children, yet for sometime we have realized 
that we had a place in it for everyone in the family 
but the growing girl. She now represents a distinct and 
important group with shoes styled especially for her 
age. She will no longer sit in the children’s department 
because she considers it babyish, nor does she as yet 
belong in the grown up young lady class as far as 
styles and types of shoes go. She now has shoes of 
her own and wants the right to have them fitted in 
her own department.” 

O. P. Ideator—“You might say that she has become 
of age. But, tell me, just what do you mean by grow- 


ing girl?” 


Mr. Blitz—“Generally speaking, a girl comes into 
this classification when about 12 and remains in it up 
through the age of 16, making it largely a young high 
school age group. For the most part these girls are 
not yet ready to wear high heels or high style shoes. 
Yet because they are growing up in their ideas and 
becoming quite style conscious, they logically do not 
want to wear the same shoes as their eight or ten-year- 
old sister.” 


O. P. Ideator—“And it’s easy to see why they don’t 
want to sit alongside of them when buying their shoes.” 


Mr. Blitz+“That's right. So we have expanded our 
stock of Deb shoes in the lower heel range to satisfy 
their desires. We treat them more as adults than as 
children and you will notice that our Deb section is 
similar to the women’s section—modern and sophisti- 
cated in manner and furnishings.” 

O. P. Ideator—“It’s great to see a family shoe store 


that’s on its toes to.the needs and changes in the buying 
habits of its customers. Many thanks!” 








entrance of the department. The chest 
is covered by an oval overlapping top, 
providing plenty of room to display 
hundreds of pairs of hose in stacks. A 
fluorescent lighting fixture adds the 
final bit of eye appeal. 

o*@ *-@ 


Those Posts Again 

Every once and a while we get back 
to those center posts designed to run 
down the center of a shoe department 
and look as unattractive as possible. 
Here’s a new use as seen in a New 
York department store: 

Shelves, each about twelve inches 
long and five inches deep, set in stag- 
ger fashion up each side of a square 
post. Each shelf edged in red on a 
white post and the proud support of 
a sports shoe. Can anyone use this 
one? 

a oe 
“Inspired to complement Spring's 
loveliest American designed costumes” 
(City of Paris, San Francisco) 
Awe 


Do You Know Where Your 
Profits Are? 


That complete departmentization is 
both practical and profitable is indi- 
cated by the experience of Pfleuger’s 
Shoe Store in Santa Fe, New Mexico. 

Several years ago the management 
decided that they needed a complete 
breakdown of sales—as to classes of 


rate daily record of sales in each of 
these departments is kept and monthly 

With the information thus provided, 
the store knows exactly where the 
business is being done, which depart- 
ments are growing and which are 
dropping off, what the sales trends are 
in different classifications of merchan- 
dise and so on. With these facts, 
the management is able to tell in- 
stantly where most of the buying 


14 inches wide by 12% inches 
high—less than 'f a page—but 


should be concentrated and where 
there is a need for greater sales effort. 
One of the greatest advantages of 
the system has been in the reduction 
of obsolescent stock and the increase 
in the rate of turnover. Before the 
present plan was adopted, the firm 
was more or less buying “blind” on 
specialty items and odd types of shoes, 
with the result that the store carried 
more of certain items than was actu- 
ally necessary to meet the demand. 





OMande? 








TRE2EE 
Hu 


merchandise—to serve as a guide to 
proper buying. Accordingly, a system 
was set up dividing the store’s selling 
into 20 different departments. A sepa- 
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Sound Merehandising Methods 
Build Suburban Business 


casu: 


Watter’s Junior Shop in Forest Hills, Long sale 


Island, Has Established a Reputation for Fair PET 


, , : : ; eS Of 
Dealing and Conscientious Service Which Has Seay : aie 
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Business in Juvenile Footwear a ' por: 
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THERE’S a story to be told when a store in a suburban mae 
community can build up a flourishing and growing busi- 
ness in the short space of a year and a half. No trick 
methods have been used; steady, hard work and adher- 
ence to the principles of honesty and integrity have 
been the basis on which the business was established. 
The store is Walter’s Junior Shop, located at 72-21 
Austin Street, Forest Hills, Long Island. The pro- 
prietor is Walter Oberman. In September, 1939, Mr. 
Oberman opened his original store across the street 
from the present location. Expanding business made 
more space desirable; the opportunity for a move came 
when Mr. Oberman was notified that the building in 


which the store stood was to be torn down and a new BS PSR SN ar 
building erected. _ [TURN TO PAGE 39, PLEASE] ow eye er oe ae jriends being Pert 


Led to Successful Operation and a Thriving 
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Selling Men What They Like 


[CONTINUED FROM PAGE 21] 


rERKEL: 

I'll eall Mr. Peterson, our shoe man, 
tor that one, Mr. Terhune, and find out 
just how he handles the increased sale 
of his shoes. 

Pete, tell us just exactly how your 
-hoe selling is sustained in all depart- 
ments of our store. 


PETERSON: 

We sell a majority of our shoes in 
our shoe department. Some men come 
in just to buy a pair of shoes; a num- 
ber of other men are brought into the 
department after they have made their 
purchases in the “Sea Chest,” custom 
clothing department, ready-made cloth- 
ing department or even when they just 
come in to buy a necktie or shirt. That 
gives us the opportunity of working out 
either harmonizing or contrasting en- 
sembles which are pleasing to the cus- 
tomer and give him the color he is look- 
ing for even though he may not realize 
it. 

Furthermore, whenever we finish sell- 
ing a pair of shoes, whether the cus- 
tomer has been in some other depart- 
ment or not, we always try to bring a 
salesman from one of the other depart- 
ments, and rather informally walk with 
the customer to the other department, 
carrying the shoe and trying to interest 
him in some item of clothing or haber- 
dashery which will give him a more 
complete ensemble in the casual man- 
ner. 


TERHUNE: 

But doesn’t the sale of these so-called 
casual types of shoes interfere with the 
sale of staple shoes? 


PETERSON: 

Of course not, Mr. Terhune. These 
sales are entirely extra-pair sales. You 
know, I am rather glad you asked that 
question because it brings to mind an 
interesting point. Our records show 
that they have not decreased the sale 
of our staple types of shoes, but have 
actually helped our sales, because a 
man now wants to buy shoes which have 
a reason for occasional use. He wants 
to buy a pair of heavy shoes for ar 
entirely different purpose from casual 
shoes. He is beginning to realize, and 
I am hearing this from customers daily, 
that today he can’t use a staple shoe 
with casual clothing, ‘as he formerly 
thought he could. 


TERHUNE: 

Well, now tell me exactly what your 
sales procedure is after you have fin- 
ished selling your customer a regular 
black or brown oxford in order to in- 
terest him in buying a pair of leisure 
shoes. 


PETERSON: 


After the sale is finished we bring 
out a casual model and place it on the 


‘ 


floor next to the fitting stool beside the 
customer. Then we make some inter- 
esting remark about the leisure shoe 
which the customer is able to see and 
ask him to slip on a pair to see how 
lightweight and comfortable they are 
and how well they blend with his casual 
clothes. 

. Whenever we succeed in progressing 
far enough to get our customer’s feet 
in a pair of these leisure shoes and he 
sees how well they blend with the rest 
of his casual attire, we have no fur- 
their difficulty in making this extra- 
pair sale and usually this is the start 
of several extra-pair sales. 


TERHUNE: 

Isn’t it much more difficult to sell 
these shoes in the Fall and Winter 
months than in the Spring and Summer 
months? 


PETERSON: 


. 


There is just a slight difference in | 


the normal selling difficulties involved 
because we find, in our store particu- 
larly, Mr. Terhune, that men are start- 
ing to wear lightweight woolens, more 
colorful and more comfortable acces- 
sories and shoes twelve months in the 
year. We find that these leisure shoes 
are worn by men in the middle of Win- 
ter if there is a pleasant weekend just 
as they are in the Summer. Our store 
is definitely committed to casual com- 
fort in all wearing apparel rather than 
to a strict seasonal selling of shoes and 
hats just because of custom and tra- 
dition. 


TERKEL: 

I might also add to what Pete has 
said, Mr. Terhune, that we endeavor to 
show merchandise from our different 
departments in the other departments 
so that when a man is buying a shirt 
he sees at the same time a pair of shoes 
or a necktie which blends with that 
shirt and this same idea is carried out 
in all of our departments. 

We realize today that shoes are of 
prime importance in the ensemble of 
the well dressed man, so that we show 
shoes in every one of our departments 
from the custom tailoring department 
to the Sea Chest. 

A man may wear nearly anything for 
clothes or head covering, but his shoes 
must be exactly right in fit, type and 
comfort for the exact selected sport or 
outing activity. 


TERHUNE: 

Thank you very much, Mr. Terkel, 
and you too, Mr. Peterson, for a most 
illuminating discussion. I had no idea 
the problem of promoting and selling 
leisure shoes was so detailed. I am sure 
that there are a number of retailers 
who might be interested in hearing why 
you are so successful in your presenta- 
tion of casual merchandise. Thanks 
again for a most interesting afternoon. 


[31] 














ATTENTION 


RETAIL SHOE 
SALESMEN 


Here’s how you can get better 
results without the many re- 
sponsibilities of owning a busi- 
ness. 


No investment is required. As 
exclusive Health Spot Shoe 
Shops open, we must have ex- 
perienced, capable men to oper- 
ate them. In this capacity you 
receive a regular salary and a 
liberal share of the profits. 


The plan has unlimited possi- 
bilities for you, provided you 
have a lot of energy and en- 
thusiasm and are anxious to 


make good. 


EXCLUSIVE 
HEALTH SPOT SHOE SHOP 


You will receive complete data 
on budget control and monthly 
operating figures, with just the 
right amount of supervision and 
intelligent instruction to help 
you operate successfully. 


Your ability to fit shoes proper- 
ly and get along with customers, 
combined with the satisfactory 
results that Health Spot Shoes 
give, will build you a fine fol- 
lowing of satisfied customers. 
As the store’s volume increases, 
profits go up and so does your 
income. 


If you can furnish satisfactory 
references as to character and 
past employment, send for an 
application blank today! 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











Easter Sales Show Big Increases 


[CONTINUED FROM PAGE 18] 


Sales for two weeks preceding 
Easter showed a gain of thirty-eight 
per cent over 1940. Sales more than 
doubled the first two weeke in Apri! 
against 1940. Price levels slightly high- 
er in women’s shoes and a full grade 
higher in men’s. Best selling styles in 
men’s light tan two-tone combinations 
and antiques. Ventilated and woven 
types good. Best selling styles in wo- 
men’s elasticized pumps with keg-type 
heels; twenty-eight heels and higher 
also good. Beige moved into first place 
two weeks ago; next blue and the brown 
family; black color, including gabar- 
dine, only fair. Spectators in white 
with tan, blue and patent trims look 
good for the next thirty days. 

CRAWFORD SHOE STORES, 
Peoria, Illinois. 
* - . 


Our business shows a very gratifying 
increase over last year’s two weeks 
Easter business as well as the first two 
weeks of April of last year. Since we 
bought shoes at the same price level 
this year as last year there is little 
change, but higher prices are easier 
to get. In women’s best selling pat- 
terns are pump type; next high cut 
stepins and oxfords. Colors: Black in 
gabardine and patent; next, blue gabar- 
dine and smooth leathers; next, tan in- 
cluding antique finish; saddle tans. 
Casual types had a good start. Men’s 
staple types still first; wing tips, ski 
front patterns. Colors: Medium red 
brown calves stitched and perforated 
all over antique good. Casual types 
just starting. 

A. H. GEUTING COMPANY, 
Philadelphia, Penna. 


*> * *# 


Easter, 1941, volume twenty-five per 
cent ahead of Easter, 1940, and fifty 
per cent ahead of first two weeks April, 
1940. Price level slightly higher this 
year with much less resistance to bet- 
ter grade merchandise. Pumps and 
stepins leading. Gabardine and calf 
first and second, with blues, turftan, 
beiges and black in order named. Lat- 
ter color slower than expected. 

C. J. PESSEMIER, 
Tacoma, Wash. 
- * * 


Two weeks Easter business this year 
shows increase of twenty-two per cent. 
Price levels were higher. Best selling 
women’s shoes were blue gabardine elas- 
ticized pumps. Best selling men’s were 
tan and white calf ventilated mud- 
guard, also tan and beige moccasin calf 
leather sole. 

PoTTeR SHOE COMPANY, 
Cincinnati, Ohio. 
7 * . 

No change in volume Easter business 
this year from that a year ago. Price 
levels this year same as those in corre- 
sponding period last year. Best selling 


styles women’s pumps. Black, blue, 
brown family, white with tan and blue. 
Patent, gabardine and calfskin. Men’s 
styles brogue and sport types, mostly 
tan and white and tan. 
CHARLES KUSHINS COMPANY, 
Oakland, Calif. 


7>- * * 


Two weeks preceding Easter fifty- 
two per cent increase.. First two months 
in April sixty-one per cent increase. 
Sold more better grade shoes this year. 
Women’s elasticized pumps best seller. 
Black first, blue second, beige third. 
Materials: Gabardine first, kid and calf 
second. In Men’s: Brown antique best 
seller. 

S. J. Brouwer SHOE Co., 
Milwaukee, Wis. 


> * * 


Two weeks preceding Easter, 1941, 
eight per cent increase. First two 
weeks April, 1941, increase of ninety 
per cent over 1940. More poptlar 
prices. Women’s best sellers pumps and 
stepins. Colors beige, saddle, blue, red; 
gabardine, patent, calf. Men’s: Brown 
antique calf medallion tip, wing and 
straight, black staple volume business 
two weeks preceding Easter increased 
fifty-one per cent over two weeks pre- 
ceding Easter, 1940. Also increased 
sixty-two per cent over first two weeks 
in April, 1940. Prices sold in pre-Easter 
period this year about the same as in 
corresponding period 1940. Best sell- 
ing styles women’s shoes: Elasticized 
types and spectator pumps. Materials, 
black, brown and blue gabardine, with 
beige and tan shades increasing. Men’s 
shoes: About eighty per cent shoes sold 
were medium shade of tan antique fin- 
ish. Patterns selling best wing tip, 
moccasin toe, plain toe and straight tip. 


R. H. Fyre & Company, 
Detroit, Mich. 


* * * 


Perfect weather. Forty-one per cent 
increase over 1940 for two weeks pre- 
ceding Easter and 80 per cent increase 
over first two weeks in April, 1940. 
Men’s shoes only. Tan and white pre- 
dominated with solid tan and two-tone 
tans following in order. Moccasin types 
selling very strong. Higher price 
levels prevail this year. 


Oak HALL, 
Henry HALLE & BROTHER, 
Memphis, Tenn. 


* * * 


Increased 15 per cent two weeks pre- 
ceding Easter; 34 per cent over first 
two weeks in April. Prices about same 
level. Women’s slipon types lead. Black 
and beige running neck and neck; blue 
a poor third. Men’s tans and two-tones 
best in moccasins and straight tips. 
Children’s business good. 


Stevens SHOE STORE, 
Ottumwa, Iowa. 


rd 
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Business considerably better than 
two weeks preceding Easter a year 
ago. Very much better than first two 
weeks in April, 1940. Prize levels sold 
slightly higher than year ago. Pumps 
best, sandals becoming more important. 
Black best, brown to beige range very 
big, in second place; blue third. Red 
best in high colors. Gabardine and calf 
far in lead of other materials. 


MARSHALL FIELD & Co., 
Chicago, Illinois. 
+ iad *~ 


Substantial gain in volume two weeks 
preceding Easter over two weeks pre- 
ceding Easter last year, and over first 
two weeks in April last year. Notice- 
able trend for better shoes. Women’s 
shoes, trimmed pumps, black gabardine, 
brown gabardine, blue gabardine and 
tans best sellers. Men’s antiqued tan 
golf brogues good with price trend 
slightly better than last year. 

May SHOE COMPANY, 
Wheeling, W. Va. 


Eleanor M. Rutledge, Boot AND SHOE 
RECORDER Fashion Editor, reviews Eas- 
ter season’s sales and style trends in a 
feature article on page 26. 


Easter Successes... 1941 
[CONTINUED FROM PAGE 26] 


smartly matched in one or two cases 
to the color of the costume. Dark 
brown appeared very infrequently but 
looked very smart worn with beige 
costumes. Two or three pairs of bronze 
or metallic copper shoes were seen; 
the latter color blended perfectly, in 
one ensemble, to a beaver coat. Two 
or three grey shoes were noted. Here 
again a metallic finish took first hon- 
ors in a grey suede shoe with gunmetal 
vamp. The vamp gave character to 
the whole shoe. The shoe was worn 
with a grey suit in the lighter grey of 
the suede. A few green and purple 
shoes matched to costumes looked new, 
although not always very smart. Navy 
shoes blended well with purple cos- 
tumes on a few women. 


Two Tones of Red 


Red had its day in two shades... 
the bright fire engine red we have been 
seeing all Spring and the berry shade 
which has had a more limited high 
style appeal in accessories as well as 
shoes. Several very well-dressed wo- 
men blended berry red shoes with the 
roses in their hats. 


Patterns, Treatments and Lasts 


Trimmed pumps and low slipons far 
and away the most popular choice. 
Every kind cf pump was seen from an 
occasional tan and- white spectator to 
the antiqued tan calf spectator, to the 
wall last closed toe semi-tailored pump 
for all-round town wear to the open 
toe sling pump in perforated suede 

[TURN TO PAGE 49, PLEASE] 
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a SKYLARK — $1.12 — Open toe, 
—YOU’LL SELL THEM eee aor 
weave fabric. Pastel green, blue, or 

IF YOU SHOW THEM — 


GRANADA—$1.45—Open toe and 
shank, four-eyelet tie. Dutch Boy 


More and more women are spending time out-of-doors ang more heel. Platitees ole. 

and more they're wearing sport clothes and play shoes that look 

and feel right for casual wear. This season promises to be the NEM : 5—Chi 

best yet tor colorful rubber sole, fabric footwear. This will. be eh pe pars sey oe 
particularly true of Ball-Band Summerettes, which excel in wanted mother’s”. White or navy, cardinal 


colors and styling, and which incorporate an in-built quality, fit trim. Brown, tan trim. 


and comfort that mean satisfaction. Show Summerettes and ‘you're 
sure to sell_them and make for yourself some tidy new summer ISABELLA — $1.18 — Four-eyelet 
profits. Get all the facts—ask for samples at once—it's smart to moccasin type oxford. Walled last. 

, c Burgundy, brown, white or navy. 
sel] Ball-Band Smart Summerettes. White trim. 


TERMS: 3%—30 Days—Net 60. Prices and terms subject to change without notice. 
MISHAWAKA RUBBER & WOOLEN MFG. CO. WICKFORD — $1.45 —Two-eyelet 
blucher oxford. Pin punched Velto 


280 Water Street, Mishawaka, Indiana upper. As shown, also white, tan, 
navy, burgundy, green with self- 


trim. 

MONTROSE —$1.45 —Four-eyelet 
moccasin type oxford. White duck 
upper. Walled last. Choice of black 
or Havana Velto trim. 
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Promotion Ideas for 
Mother’s Day 
[CONTINUED FROM PAGE 23] 


If you want to give your mother 
something bigger, that’s fine. We 
have many things here that mothers 
would like. But the main idea is 
that we also have the nice little 
plants—just for our children cus- 
tomers. Do come in and see them. 

(Signature) 

You can also give children small 
prizes for the best original verse 
dedicated to mothers. Or offer prizes 
for the oldest and youngest mother in 
your community. If there are any 
“famous mothers” in community his- 
tory use their story and picture. For 
older people you might try a contest 
titled “Little stories of un-sung 
mothers” inviting people to tell of their 
recollections of incidents concerning 
their own or other mothers. 

For your ad headings: 

The best is none too good for Mother. 
For the best Mother in the world. 
Mother of mine. 

Lovely gifts for a loving Mother. 

To Mother with love—on Mother’s Day. 





Chicago Has Best 
Easter Business in Years 


Cuicaco—The best Easter shoe 
business in a number of years is re- 
ported by merchants in the Chicago 
area. Sales surpassed those of last 
year all the way from 50 to 100 per 
eent and were far ahead of previous 
years. Most shops estimated business 
as the best since 1938 and in several 
cases was reported as nearly equalling 
1930. The fact that men’s business did 
not increase in proportion to women’s 
business kept many of the general 
shoe stores from doing a record busi- | 





ness, although they did so in women’s. 
A good portion of the business was 
done in the final week due to warm 
weather. 

Black patents and gabardines topped 
the sales but during the final weeks 
preceding Easter blues came up fast 
and evidently will continue to sell well. 
Beiges, browns, blondes, and saddle 
leathers were especially good, and 
there was also a good number of red 
shoes bought not only in the style 
shops but in some of the more con- 
servative stores as well. Usually 
warm weather was also responsible 
for the sale of some spectators in 
brown and white. 





Opens Corrective Shoe Shop 


EVANSTON, Itu.—J. F. Berns, for- 
merly with the Health Spot Shoe Shop, 
here, has opened his own corrective 
shoe shop at 800 Davis Street, in the 
First National Bank Building. He will 
specialize in scientifically constructed 
shoes for men, women and children. 


eden 


aity =— ors 


—Go MILITARY 


The mood and the style trend of today 
are strictly MILITARY. Shoe models in 
military effect are now on the market and 
many more styles will soon be introduced. 


As usual, Fairy Forms are in step with 
style. As quickly as shoe manufacturers 
introduce their styles, Fairy Forms can be 
supplied to form and display them to best 


advantage. 


Military style shoes must be perfectly 
formed. They must reflect a truly military 
atmosphere — alert, erect and precise. 
Strong, resilient Fairy Forms, made over 
the manufacturer’s own lasts, assure the 
perfect fit necessary to correctly form and 
glamorously present the new military 
model shoes. 


Write us for information 
about Military style 
Fairy Forms 


SHOE FORM CO. Inc. 











AUBURN, N. Y. 





GF SURVEY SHOWS NEED 


Store buyers in Los Angeles, questioned in a recent 
nation-wide survey* to discover what shoe buyers 
want from manufacturers, gave first importance to 
“An added sales feature in the shoe.” This chart 
shows how 20 stores voted: 
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ADDED SALES FEATURE 





BETTER DISPLAYS 





BETTER MAILING MATERIAL 
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BETTER MANUALS 





BETTER STOCK CONTROL 
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= AND HERE IT IS... E-W Fibre-Sorted Soles 


make good talking points. 


Wap They have more even wearing characteristics. 
pa Shoes keep their shape longer. 
Ba Matched soles mean matched flexibility, arch- 


support, and strength. 


BGR Here are sales points you can use in your 


selling, result of the fact that England Walton 
soles are sorted by fibre — that is, accurately 
matched by sorters with many years’ experi- 
ence in this precise work. 


Fibre-sorted soles cost no more, and they 
provide a feature that store buyers and 
customers will listen to. : 


Ge “MANUFACTURERS! E-W fibre-sorting can 


England Walton Division A. C. Lawrence Leather Co. 


Boston, Camden, Peabody, New York, St. Louis, Columbus, 
Milwaukee, Los Angeles, San Francisco, Ashland, Ky., 
Newport, Tenn:., Hazelwood, N. C. 


= 7 often save as much asan hour 


a day in the sole room, too. 
They're identically matched 
before you get them.” 








QUICKER TO SOLE 


EASIER TO SELL 
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SHOE TRADE 





National 





28 Firms Bid on 2,000,000 Pair Army Order 





Prices Range from Low of $3.12 to High of $3.60, Indicating 
Increases of from Four to Five Cents a Pair Over Last Awards 


Boston, Mass.—Twenty-eight manu- 
facturers participated in the bidding 
on 2,000,000 pairs of Army service 
shoes at the local Army Base on April 
14, bids ranging from a low of $3.12 
per pair to a high of $3.60. Alternate 
bids on shoes equipped with corded 
rubber soles instead of traditional 
leather, brought out bids ranging from 
5 to 20 cents per pair lower. An anal- 
ysis of the prices named by low bidders 
makes it apparent that since March 1, 
when the last big award was an- 
nounced, prices have advanced between 
four and five cents per pair, the aver- 
age price for today’s lot, assuming 
leather-soled shoes being $3.357, com- 
pared with approximately $3.31 when 
awards totaling 1,827,000 pairs were 
announced about six weeks ago. 

Bidding on the leather-soled shoes 
was as follows: 

J. F. McElwain Co., Manchester, N. 
H., 75,000 pairs at $3.12 per pair; En- 
dicott-Johnson Corporation, Endicott, 
N. Y., 155,000 at $3.325; Hill Bros. Co., 
Hudson, Mass., 36,000 at $3.33, and 
10,000 at $3.37; Weyenberg Shoe Mfg. 
Co., Milwaukee, 50,000 at $3.33; Hol- 
land-Razine Shoes, Inc., Racine, Wis., 
70,000 at $3.34; International Shoe Co., 
St. Louis, 300,000 at $3.34; Allen- 
Squire Co., Spencer, Mass., 100,000 at 
$3.35; Charles A. Eaton Co., Brockton, 
250,000 - at $38.355; Craddock, Terry 
Shoe Corporation, Lynchburg, Va., 37,- 
500 at $3.33, 37,500 at $3.40 or 75,000 
at $3.86; A. G. Walton &.Co., Chelsea, 
Mass., 100,000 at $3.36; Hanover Shoe 
Co., Hanover, Pa., 36,000 at $3.37; E. 
J. Givren Shoe Co., Rockland, Mass., 
36,000 at $3.87, 24,000 at $3.42, or 
60,000 at $3.39; Moose River Shoe Co., 
Oldtown, Me., 40,000 at $3.875 and 
20,000 at $3.41 and 20,000 at $3.44 or 


80,000 at $3.40; Doyle Shoe Co., Brock- 
ton, 36,000 at $3.38; Daly Bros. Shoe 
Co., 60,000 at $3.38; Brown Shoe Co., 
St. Louis, 250,000 at $3.38; Ansin Shoe 
Mfg. Co., Athol, Mass., 36,000 at $3.35 
or 100,000 at $3.39; Leonard & Barrows 
Shoe Co., Middleboro, Mass., 50,000 at 
$3.39; R. P. Hazzard Co., Augusta, 
Me., 60,000 at $3.39; Hubbard Shoe 
Co., Inc., Rochester, N. H., 72,000 at 
$3.395; A. R. Hyde & Sons Co., Cam- 
bridge, Mass., 40,000 at $3.40; W. L. 
Douglas Shoe Co., Brockton, 36,000 at 
$3.42; Shelby Shoe Co., Salem, Mass., 
45,000 at $3.43; Farmington Shoe Mfg. 
Co., Dover, N. H., 36,000 at $3.45; 
Joseph M. Herman Shoe Co., 150,000 
at $3.47; General Shoe Corporation, 
Nashville, Tenn., 50,000 at $3.56; Can- 
non Shoe Co., McSherrystown, Pa., 
50,000 at $3.47 and 50,000 at $3.55; 
Belleville Shoe Mfg. Co., Belleville, Il, 
36,000 at $3.60. 


Retailers Endorse Bill to 
Prohibit Employee Sales 


HARRISBURG, Pa.—Representatives of 
the Middle Atlantic Shoe Retailers’ 
Association were among those in at- 
tendance last week at a meeting of 
retail business men, who endorsed 
pending House Bill No. 1028, which 
would prohibit industrial and other 
employers from extending their buying 
facilities to employees on merchandise 
not manufactured or handled by such 
employer. 

The Pennsylvania Retailers’ Asso- 
ciation originally advocated the mea- 
sure, and after this week’s conference 
it was indicated that many other re- 
tail groups will lend support in trying 
to have the measure enacted. 


C. L. Hein New President 
Of St. Louis Association 


Sr. Louis, Mo.—C. L. Hein, man- 
ager of the Vitality Shoe Company, 
Division of International Shoe Com- 
pany, was elected president of the St. 
Louis Shoe Manufacturers’ Association 
at the annual meeting, April 10. 





Cc. L. HEIN 


J. W. Howe, of Johnson Stephens & 
Shinkle Shoe Co., whom Mr. Hein suc- 
ceeds as president, was elected chair- 
man of the board of directors. 

Louis K. Kane, president of Boyd 
Welsh, Inc., who had been elected vice- 
president, was elevated to first vice- 
president, succeeding Mr. Hein, and A. 
C. Fleener, Blue Ribbon Shoe Makers, 
was elected second vice-president. 

Al G. White, Brown Shoe Co., was 
reelected treasurer for the 20th consec- 
utive time, and A. M. Burton was re- 
named secretary for the 12th consecu- 
tive year. 

Walter A. Stein, Wolff-Tober Shoe 
Co., was elected a new member of the 
board of directors, and A. E. Farrar, 
Friedman-Shelby Shoe Co.; William S. 
Milius, president Milius Shoe Co., and 
E. J. Hopkins, Peters Shoe Co., were 
reelected to the board. 
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Navy Blue Leads 
In Chicago Parade 


Cuicaco— Sunny skies and near 
Summer temperatures gave Chicago 
its best Easter weather in six years 
and brought out its most representative 
Spring fashion parade in some time 
along Michigan Avenue and to the 
city’s more fashionable churches. 

Navy blue, as usual, led the fashion 
parade, with the military theme pro- 
nounced this year. There were many 
suits, reefer coats and long jacket suits, 
but ‘despite earlier predictions there 
were very few cape costumes. For the 
most part navy shoes, gabardine, kid 
and calf were worn with the navy cos- 
tumes. There were several blue faille 
coats, accompanied by blue faille shoes. 
There were numerous instances also of 
various shades of brown, particularly 
the antiqued, worn with navy and also 
with lighter blues. Black patent leather 
sandals appeared with the black outfits 
and with some of the blues, although 
there was less black in this year’s pa- 
rade than ever before, even on older 
and more conservative women, who 
seem to have swung to blue and lighter 
colors. 

Brown shoes appeared everywhere. 
They were worn with blue, with brown, 
with beiges which appeared in abun- 
dance in coats, suits and dresses, with 
greens, and with all manner of light 
tweeds. The latter were very much in 
evidence and accompanied by all shades 
of the brown family, ranging from the 
very blonde to cocoa brown. Cocoa 
brown seemed particularly popular and 
was seen several times with banana 
yellow, beige, and the light tweeds. 
There were a number of gray suits 
accompanied by blue shoes. 

The only frequently recurring high 
color shoes were red ones, appearing 
with blue, gray and beige. 

Due to the high temperatures there 
were a number of print dresses worn 
without coats and with shoes either 
black patent or picking up the back- 
ground color of the dress. There were 
even some scattered white and brown 
combinations. 

Open toes appeared in about 75 per 
cent of the shoes and open heels and 
open backs in about 50 per cent. 

There was considerable use of bright 
color in other accessories. Purple hats 
appeared in abundance along with 
matching gloves and bags. There were 
also a lot of red accessories. Pastels 
were used frequently with blues— 
pinks, yellows and greens. 





Jack Atwood in Hospital 


PORTLAND, ORE.—Jack Atwood, as- 
sistant to Mr. McDonald, head of the 
Portland branch of the U. S. Rubber 
Company, and newly-elected president 
of the Oregon Shoe Travelers’ Asso- 
ciation, was recently operated on for 
appendicitis. 

Jack is doing well and hopes to be 
back on his job in short order. 
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Shoe Punctured by Shrapnel 


Boot AND SHOE RECORDER is in re- 
ceipt of a man’s shoe made by Some- 
well Bros., of Kendal, England, the 
sole of which was penetrated by a piece 
of shrapnel during a recent raid. The 
shoe was sent to A. B. Cohen, vice- 
president and general manager of 
United States Shoe Corporation, and 
Mr. Cohen thoughtfully forwarded it 
to the Recorper. The sharp-edged 
fragment of shrapnel punctured the 
cutsole near the toe and remained im- 
bedded there, but did not pass through 
the innersole. 


Lima Cord Makes Knisely 
General Sales Manager 


Lima, On10—Virgil Knisely, for sev- 
eral years advertising counsel of The 
Lima Cord Sole & Heel Company, here, 
and more recently in charge of the 
promotion of Neo-Cord Soles and Heels 
to industrial plants and safety engi- 
neers, has been appointed general sales 
manager in charge of sales, advertising 
and promotion of Gro-Cord, Raw-Cord 
and Neo-Cord soles and heels. 





VIRGIL KNISELY 


Mr. Knisely is an engineer from the 
University of Michigan. He served 
with the A.E.F. in France during 1918 
as captain of ordnance attached to the 
engineering division, heavy artillery 
section. He has had several years’ man- 
ufacturing experience, having been as- 
sistant superintendent of the original 
Gramm Motor Truck Co. plant at Lima, 
and later production manager at the 
Gramm-Bernstein truck plant in Lima. 
He spent several years as manager of 
the G. E. Bluem Department Store in 
Lima, one of the highest type merchan- 
dising institutions in Ohio. 

During the last three years Mr. 
Knisely has introduced “Gro-Cords” 
into more than 1000 of the country’s 
largest industrial institutions and is 
very well known throughout the indus- 
trial field as well as in the shoe trade. 
He has a host of close friends through- 
out the large retail organizations who 
— him every success in his new posi- 

on. 


Price Rise Prediction 
Misinterpreted 

WASHINGTON, D. C.—Predictions of 
an immediate general increase of 10 
per cent in shoe prices, attributed to 
Maxey Jarman, president of the Gen- 
eral Shoe Corporation of Nashville, 
Tenn., are not warranted by his state- 
ments, according to a telegram from 
Mr. Jarman to Miss Harriet Elliott, 
Consumer Commissioner of the Office 
for Emergency Management, she re- 
cently announced. The predictions of 
a shoe price rise were based on a state- 
ment by Mr. Jarman, interpreting the 
results of a conference with shoe man- 
ufacturers held by Miss Elliott on 
March 27. 

“Mr. Jarman has informed me,” Miss 
Elliott said, “that he was astonished 
to see the statement attributed to him, 
since he did not say that he anticipated 
an immediate advance in shoe prices, 
and mentioned 10 per cent only as a 
maximum increase which might pos- 
sibly occur in some extreme cases.” 

It was the consensus of the manu- 
facturers attending Miss Elliott’s con- 
ference that shoe prices will not ad- 
vance beyond increases in costs, and 
that the present outlook is for not more 
than moderate increases. Miss Elliott 
stated that Mr. Jarman’s views as now 
clarified, are in agreement with those 
expressed at the shoe conference. 





Add Space for 
Increased Production 


BEVERLY, Mass.—Rosenthal & Dou- 
cette, Inc., manufacturers of a compre- 
hensive line of high-style shoes for 
women, announce that they have in- 
creased their factory capacity to 3600 
pairs a day by leasing two floors of the 
building adjoining the one now occu- 
pied by them at 105 Rantoul Street, this 
city. This is an addition of 1000 pairs 
per day to current production. The 
company also is opening a St. Louis 
sales office, having taken Room 508 in 
the Lenox Hotel, that city, in charge of 
Miss Georgia Wilson. 

Some of the larger towns formerly 
covered by John J. Doucette, member 
of the firm, as well as cities in the 
South and on the Pacific Coast, are 
now being covered by John Flautt, well 
known salesman. Mr. Flautt formerly 
sold for the Pennant Shoe Co., division 
of the International Shoe Co., with 
whom he has been connected for the 
last 12 years. 


Spangler Opens 
Milwaukee Store 


MILWAUKEE, Wis.—E. K. Spangler, 
former manager of the Packard-Rellin 
shoe store, here, has opened his own 
shoe store at North Avenue and Far- 
well Avenue. Mr. Spangler carries 
shoes for the entire family and also 
— in home shoe fittings for chil- 

ren. 
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Sound Merchandising Methods 


[CONTINUED FROM PAGE 30] 








The new shop is very attractive. The 
entire facade is of black porcelain with 
contrasting lettering. The two windows 
have no baeks; customers passing by 
can look in and see their friends being 
fitted. The door, situated at the right 
side of the windows in a small alcove, 
is of glass and metal. 

The interior is done in blue, white 
and tomato red. Blue linoleum covers 
the floor, and the upper part of the 
walls, above the stock, is papered in a 
blue and white print. The stock is, for 
the most part, along two walls, al- 
though there are two alcoves in the 
rear wall where surplus stock will be 
kept. Chairs are upholstered in tomato 
red leather, and are in the center of the 
floor space. Lighting is by means of 
fluorescent fixtures; lighting in the 
windows is also fluorescent, with the 
fixtures concealed in recesses in the 
window ceilings. These fixtures are 
regulated by a clock which lights them 
automatically at 6 P. M. and turns 
them off at 11 P. M. when the store 
closes. 

The attractive appearance of the 
store is in itself a tribute to the ability 
of Mr. Oberman.' No architect was 
consulted. Mr. Oberman called in a 
local carpenter, and together they de- 
signed a store that would best suit the 









































needs of the community. As Mr. Ober- 
man put it, “We built it as we went 
along.” 

But that’s only half the story. The 
meat of it lies in the factors which have 
made this store a success. Back of the 
entire enterprise is a spirit of friend- 
liness and of service. In order to at- 
tract trade, in a suburb as near New 
York as is Forest Hills, a store must 
give something—in merchandise or in 
service—which is not available in the 
larger stores in the city. Walter’s 
Junior Shop fills that need admirably; 
it offers the one thing which cannot be 
found in city stores—-friendly, person- 
alized service. Dr. Posner’s Scientific 
Shoes for Children are featured. Mr. 
Oberman’s customers are his friends; 
they stop to wave a greeting to him 
when they pass the store. 

Maintenance of foot health is the 
basic idea behind the business. A 
record is kept of each sale made. Each 
customer has a card on which are noted 
the name, address, telephone number, 
the style of the shoe sold, the date sold, 
and how the shoe was fitted. This last 
is extremely important. Code letters 
—FR (fitted regular), FL (fitted 
long), FC (fitted close), are used. The 
store can check back to its record when 
customers return, to determine the 
preferences of the mother and the needs 
of the child. For instance, Mr. Ober- 
man estimates that a shoe fitted regu- 
lar will give two to three months’ wear 





on a growing foot; one fitted long, for 
mothers who cannot afford to replace 
outgrown shoes at short intervals, will 
give service for four or five months; 
a shoe fitted close, for those mothers 
who demand perfect fit regardless of 
how often the shoes may have to be 
changed, will give service for a shorter 
period. 

Before fitting a shoe to a child’s foot, 
Mr. Oberman observes the walking 
characteristics of the child, to deter- 
mine whether or not special shoes are 
needed to correct such walking defects 
as pronation. And, extremely impor- 
tant, customers are invited to come in 
at any time for a free examination— 
to check upon abnormalities and to 
find out whether the shoes are correct- 
ing them; also to check on the fit of 
the shoe after it has been worn for 
some time. 

As far as publicity and promotion 
are concerned, Mr. Oberman has found 
that his best results come from direct 
mail. That is because his store is so 
close to New York City that it has no 
local daily newspaper and, obviously, 
the big city papers would be too ex- 
pensive. The fitting record serves as 
a mailing list, and gratifying response 
results from little expenditure. 

It is with pride that the staff of 
Walter’s look at their new quarters, 
firm in the intention that the principles 
which built the business will set the 
pace for further expansion. 
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Heads Reception Committee 
For Midwest Fair 


If you don’t know Flo Guenzer, retail 
shoe merchant of Reading, Ohio, you 
have missed making the acquaintance 
of one of the most interesting and out- 
standing personalities in the shoe in- 
dustry today. 


FLORENCE GUENZER 


With that red hair, chuckling laugh, 
friendliness and enthusiasm, it is no 
wonder that she has made a name for 
herself in the shoe world. Faced with 
the necessity of earning a living some 
years ago, and with no business expe- 
rience other than a short period of 
selling shoes in a neighborhood retail 
store, she started out to conquer the 
world in general and her home town, 
Reading, Ohio, in particular. 

With a capital of $800—$300 pains- 
takingly saved and $500 borrowed 
from her mother, Flo opened a neigh- 
borhood shoe store in Reading. She 
sold a lot of shoes right from the start, 
but for some time every dollar taken 
in went to build up the stock in the 
store. However, that really difficult 
period finally came to an end; and this 
year Flo is celebrating her 25th suc- 
cessful year in business at the same 
location. Her large real estate hold- 
ings, as well as her busy store and posi- 
tion as a newly elected member of the 
Board of Directors of the Reading 
Business Club, are a tangible evidence 
of her ability and success. Her Summer 
home on the little Miami River has 
been a gathering place for shoe people 
for the last 10 years, and it’s hard to 
find a shoe man who has ever been to 
Cincinnati and not spent a few hours 
at Flo Guenzer’s camp. 

No one has ever been able to get her 
to sit still long enough to explain how 
she gets so much done—business, home, 
trips to Europe, the West Coast, New 
York, and Mexico; as well as Midwest 
Shoe Fair work are all so efficiently 
planned and gracefully done that they 
seem to occur spontaneously. 

There couldn’t be any better place 
for Flo on the Midwest Shoe Fair 
committee than her present appoint- 
ment as chairman of the Reception 








IN STOCK 


Back of the sturdy, smartly 
styled shoes for little feet 
that carry Mrs. Day’s Ideal 
Trade Mark, is a wealth of 
experience and research into 
every phase of the shoe fit- 
ting and construction re- 
quirements of this important 
age group. As a result, we 
have won the enthusiastic 
support of the medical profes- 
sion for our shoes and of ex- 
perienced shoe fitters every- 
where. Built over three dif- 
ferent lasts, you are enabled 
to fit nearly every foot— 
even the fattest and widest— 
with ease. It will pay you 
to look into Mrs. Day’s Ideal 
Flexible Walking shoes in 
the 3 to 8 run as a founda- 
tion line for your juvenile 
shoe department. We'll glad- 
ly send a catalog or a sales- 
man. 


MRS. DAY'S 
IDEAL BABY SHOE Co. 
DANVERS, MASS. 


























Committee. She has already outlined 
plans for welcoming the Fair guests, 
and either Flo or one of her committee 
members will see everyone attending 
the convention. She has planned a hos- 
pitable greeting to all Midwest Shoe 
Fairers of 1941, and a real Flo Guenzer 
welcome is somewhat like receiving the 
keys to the city—only much more fun. 


Last Manager in Hospital 

AUBURN, Me.—Samuel A. Stephens, 
manager of the United Last Company’s 
branch, here, the Fitz Brothers Com- 
pany, was recently at the New England 
Baptist Hospital in Boston for treat- 
ment necessitating a short leave of 
absence from his duties. 
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METATARSAL PADS “2t2.2"" 


More and more of the leading shoe men are daily 
switching over to the Scott Line of Metatarsal Pads. 
Not only do they find a style particularly adapted to 
every type of foot, but the wider range of sizes and 
elevations insures better results from their use. 

All styles are available in sponge rubber or in felt; 
either plain or with leather toppings. May be had 
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New Officers Named 
To Nisely Board 


CoLuMBuUs, OHIO—F. W. Whitely has 
been elected vice-president and R. L. 
Urban secretary and treasurer of the 
Nisley Shoe Co. 

Mr. Whitely succeeds R. H. Raber, 
who resigned to take over management 
of the Detroit branch of the company. 
Both Mr. Whitely and Mr. Urban were 
elected directors, and the board was 
increased to four members. Other of- 
ficers and directors of the company are: 
G. Edwin Smith, president and chair- 
man of the board, and Paul M. Smith, 
who was succeeded as secretary and 
treasurer by Mr. Urban. 

All officers of the G. Edwin Smith 
Shoe Co. were reelected as follows: G. 
Edwin Smith, president and chairman 
of the board; Paul M. Smith, vice- 
president and treasurer; and R. L. 
Urban, secretary and comptroller. Di- 
rectors include G. Edwin Smith, Paul 
M. Smith, Francis Wright, Walter P. 
Reiter and Walter Holmwood. 


George Miller in South 


HoLiywoop, Fia.—George Miller, of 
I. Miller shoes, is enjoying his annual 
Florida Winter vacation and is seen 
daily lounging on the sun terrace of 
the Hollywood Beach Hotel. 


Ben Schwartz Named 
Shoe Club Head 


New YorkK—Benjamin D. Schwartz, 
president of Schwartz & Benjamin, 
Inc., was elected president of the Shoe 
Club, Inc., of New York at the monthly 
dinner meeting of the club last week at 
the Hotel McAlpin. He succeeds Wil- 
liam G. Monsees, who be-ame a mem- 


BENJAMIN D. SCHWARTZ 


ber of the board of directors for a 
two-year term. 

Other officers named were: Everit 
B. Terhune, president of Boot AND 
SHor Recorper, first vice-president; 
Herbert Lehmann, second vice-presi- 
dent; M. J. Saks, third vice-president; 


Richard T. Green, secretary; Barney 
Fox, treasurer, and Milton Klein, ser- 
geant-at-arms. 

Irving Fife, Abe Plotkin, Barney 
Kimless and Samuel G. Staff were 
named to the board for a three-year 
term; in addition to Mr. Monsees, 
Charles Henkel was named a two-year 
director, and Leonard Friedman and 
Joseph Traeger were named” honorary 
members of the board. 


F. E. Foster Co. to Move 


Cuicaco—F. E. Foster Co., veteran 
Chicago shoe firm, is making plans to 
move from its present home at 115 N. 
Wabash Avenue to 164 N. Michigan 
Avenue. The move to the new modern 
store will be made some time early in 
May. Carl Burgstahler, president of 
the National Shoe Retail Association, 
is president of the company. 


Floun to Manage 
I. Miller Chicago Store 


Str. Louris, Mo.—Morris J. Floun, as- 
sistant to Al Pauly in the I. Miller 
shoe department at Stix, Baer and Ful- 
ler, here, is leaving the store to manage 
the I. Miller Michigan Avenue retail 
store in Chicago. Mr. Floun was man- 
ager of the. St..Louis I. Miller retail 
store before he be-ame associated with 
Stix, Baer and Fuller. 
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Shoe Man Given Special 
Recognition in Magazine 

CuicaGco, ILu.—George Groves, head 
of the Groves Shoe Company, was 
given special recognition among other 
leading American business men in the 
March issue of “America Industrial,” 
a Spanish publication of the South 
American countries. The Groves firm 
does a large export business to all of 
the South American countries, to the 
West Indies and to the Orient. 

Mr. Groves reports that women in 
these countries follow the same styles 
as are prevalent in America. In Puerto 
Rico, for instance, although it is hot 
the year round, huge orders of suede 
shoes are purchased, simply because 
the women want to wear something dif- 
ferent in the Winter than duri»zg the 
Summer. Mr. Groves points to this 
increasing acceptance by South Amer- 
ica of American shoes and other mer- 
chandise as significant of the strength- 
ening friendship between the two 
continents. 


Men’s Store Remodeled 


SACRAMENTO, CALIF. — The iXL 
Men’s Store has just completed remodel- 
ing work on their store at 804 J Street. 
The shoe department has been modern- 
ized completely, with the cases and 
walls trimmed in gumwood, and new 
fixtures installed. H. M. Kauffman is 
manager of the store. 





FLATTIES that 
are WRAP-UPS 


Pleated Elasticized Gore 
Cross Strap—College Heels 


$1.40 NET 
PER PAIR 


Sizes 2 to 9— 
M wide Only 


2063—Blk. Pat. Lea. 12/8 College Heel 

2067—Beige Maracain " > 3 

2070—Blue Kid 4 mn 2 

2078—White Kid , . 
300 Novelty Styles 


$2.00 & $3.00 Retailers 
Samples submitted on request 


Immediate Delivery, from Stock 
ROGERS BROS. SHOES, INC. 


216 LINCOLN ST. 
BOSTON, MASS. 




















“Standard of the West Since 1879" 


COWBOY BOOTS 


Folks are ‘‘Going 
Western,’”’ and your qual- 
ity trade will demand the 
original Justin Cowboy 
Boots. Put these Justin 
style leaders in your stock 
and watch them sell at a 

nice profit. 

Write for Cata- 

log and prices. 


. JUSTIN & SONS, Inc. 
BOX 548 FORT WORTH, TEXAS 
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August Clearance Date for White Shoes 


Survey Shows Many Shoe Retailers Believe Sales Start Too 
Early with Excessive Markdowns as Consequence 


New YorK—A movement among 
merchants and manufacturers to pro- 
long the white shoe promotion season 
and delay clearances, at least until 
August 1, is reported to be gaining 
strong support from retailers in all 
sections of the country. If the small 
apparel stores that carry bathing suits 
can hold the price up until August 20 
or thereabouts, it is argued that shoe 
stores should not be frightened by an 
August 1 clearance date on white shoes. 
A survey conducted for the purpose of 
ascertaining the sentiment of retailers 
on this subject brought forth the fol- 
lowing expressions: 

Francis A. Coles, Coles, Berkeley, 
Cal.: “Wholesalers should carry more 
white shoes in stock and a little later 
in year. We also start sales out here 
too soon.” 

Frank Baker, The Broadway-Holly- 
wood, Hollywood, Cal.: “No sales until a 
later date in the white selling season.” 

Weatherby Kayser Shoe Co., Los 
Angeles, Cal.: “Clearance sales should 
be held off until August.” 

John Knudsen, Saks-Fifth Avenue, 
Beverly Hills, Cal.: “A later date in 
season for white clearance.” 


C. R. Goff, Triangle Shoe Co., Po- 
mona, Cal.: “We can always sell more 
white kid shoes than we buy, particu- 
larly so where the patterns are good 
fitting. We would rather buy ‘more 
white shoes and less of some colors.” 

R. C. Dent, Dents, San Diego, Cal.: 
“If clearance sales could be held off 
until August 15 in So. California, it 
would help a great deal. We need and 
should have a longer season.” 

A. C. Warren, Roberts Shoe Co., Inc., 
Vallejo, Cal.: “An agreement among 
retailers as to later clearance date— 
August 1 suggested.” 

W. C. Norton, Neusteter Co., Denver, 
Col.: “The average retailer has sales 
on whites too early in the season.” 

T. S. Childs, W. G. Simmons Corp., 
Hartford, Conn.: “Sales to be started 
much later in season.” 

S. Bufferd, Bufferd’s Shoe Shop, Tor- 
rington, Conn.: “Manufacturers should 
stock more for the retailer to size from. 
White season should be prolonged. 
Manufacturers and wholesalers should 
keep up stocks on whites until about 
the first of July, instead of May 30. 
Less styles and more sizes.” 
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the famous 119 
Last— British Tan 


Calf. No. 9298. 


325 ARCH ST. 





WORLD FAMOUS 


ENGLISH SHOES 


Manfiad 


OF NORTHAMPTON 


NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 


Full Wing Tip 
Brogues, with 
double soles. On 


Write for Catalog 
DISTRIBUTING DEPOT FOR U. S. A. 


MANFIELD & SONS 


PHILADELPHIA, PENNA. 
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Jack Rosenberg, The Hecht Co., 
Washington, D. C.: “If retailers could 
get together and prolong their sales 
until after July 4, it would save us all 
a great deal of markdowns.” 

Ted Huggins, Huggins, Los Angeles, 
and Pasadena: “We could always sell 
more whites if other stores did not 
start their sales so early. Some day 
answer this one—why do retailers 
‘sale’ whites before they are really in 
demand?” 

Boston Store, Joliet, Ill.: “A later 
date of clearance around August 1 
with controlled stocks.” 

S. C. Gold, Kaufman Straus Co., 
Louisville, Ky.: “Break up the old idea 
of sacrificing white shoes the first of 
July, and plan to sell the extra pair 
after July 4.” 

D. Goodwin, W. C. Goodwin, Inc., 
Fitchburg, Mass.: “Manufacturers’ in- 
ability to supply sizes on wanted styles 
during height of season is our biggest 
problém. We believe this could be over- 
come to a large extent by a little more 
cooperation and study.” 

V. V. McBryde, McBryde Boot Shop, 
Detroit, Mich.: “White sales to be held 
off until August 1. This is the only 
trouble with the white shoe business.” 

F. Lind, Glass Block Store, Duluth, 
Minn.: “More stock shoes should be 
available in June from manufacturers 
of staple shoes.” 

H. C. Vollrathe, Jr., John Taylor 
Dry Goods Co., Kansas City, Mo.: “We 


feel that the white season could be 
very definitely prolonged advantage- 
ously. For instance, in our town this 
store as well as other stores had a com- 
plete showing of new Fall furs and 
merchandise in the windows and in 
newspapers on August 1. We feel this 
should be postponed until about the 
middle of August. Our weather was 
not seasonable for new Fall goods and 
it had a very definite tendency to cut 
the sales on white and other Summer 
merchandise.” 

C. E. Williams Shoe Co., St. Louis, 
Mo.: “Whites are now staples for Sum- 
mer season with us. No special pro- 
motion necessary. We just have the 
shoes for peak season. We do not feel 
that cleanup sales should be started 
before July 15-August 1. The big vaca- 
tion season for employees is July 1 
to September 1. July 1 sacrifice sale 
too early for whites. We do not do it. 
We are able to clean our white stock 
and get regular prices with the ex- 
ception of a few pairs.” 

E. J. Smith, H. M. Voorhees & Bros., 
Trenton, N. J.: “Manufacturers cut 
off the white season too early. In 
August, whites are the largest single 
group of shoes. They sell the year 
round.” 

Patton & Hall, Schenectady, N. Y.: 
“No cut prices on white shoes before 
August 1.” 

Flah & Co., Syracuse, N. Y.: “Solid 
front by retailers to hold no clearance 


until August first is our salvation.” 

Frederick Loeser & Co., Brooklyn, 
N. Y.: “Later clearances on white shoes 
necessary.” 

A. L. Moody Co., Fargo, N. D.: 
“Manufacturers as well as retailers 
lose business because they rush out of 
one season into another too early.” 

E. F. Woodward, Walk-Over Shoe 
Store, Columbus, Ohio: “Clearance 
sales on white shoes should be held off 
until July 15 or August 1.” 

C. B. Rodney, Harrisburg, Pa.: “We 
always have sizes on whites, even late 
in season. Our white business is good 
in July, fair in August.” 

Lloyd’s Walk-Over Boot Shop, Ra- 
cine, Wis.: “Confine the selling to the 
season with a short sale period at the 
end, for about the last 15 days. No 
sales in-between. Do not jump the next 
season a month or 6 weeks before it 
should begin.” 


Gelman Store Remodeled 


Cuicaco, ILt.—Gelman Quality Shoe 
Store, 4815 W. Madison Street, has re- 
cently been completely remodeled and 
redecorated. The front has been made 
jeeper, new fixtures and carpeting 
were installed in the store, and fluores- 
vent lighting has been placed in the 
interior and in the windows. Purses 
and other accessories have been added 
and the hosiery department enlarged. 
Sam Gelman is the owner. 





Ee OF EF OF er er 


Moccasins 


i le i id 


0 amare SmI 
TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 


Cc INA- 
TIONS IN-STOCK 


= FOR CATALOG 
SACO-MOC SHOE CORP."°Siine” 


New York Office—Room 430 Marbridge Bidz. 


re ee re Ee OF 


Innersoles 


i i i i ti eR ei i el lial 





The feet are sold inside the shoes, 
They’ re better insoled when you choose. 





NEWFLEX PIGSHIN 


INNERSOLES - COUNTER WELTING 


FO Ore OF ee em Oe 


Riding Shoes 


ee rr re OF Ce erm Cee Cree ee 


FOR MEN, WOMEN 
and CHILDREN 
ALSO 
JODHPUR & FIELD 
BOOTS 


IM.CONNELL __~ 
SHOE CO 4 








Add Two Shoe Departments 


Fort WAYNE, IND.— The $35,000 
streamlined remodeling and renovating 
project at The Grand Leader Depart- 
ment Store includes the opening of a 
number of new departments or “shops.” 
Two of these are “The Fashion Shoe 
Shop” and “The Men’s Shoe Shop.” 
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Shoe Exhibit on Atlantic City Boardwalk 


ATLANTIC City, N. J.—Pre-Easter 
throngs at Atlantic City showed great 
interest in an unusual display in the 
window of the DuPont store on the 
Boardwalk. In the center of the win- 
dow there was reproduced in picture 
frame effect a moving exhibit showing 
a group of striking shoes, each with 
the name of a prominent retailer han- 
dling the shoe. The shoes moved along 
on a traveling belt toward the center 
of a marionette stage. As each shoe 
reached the center of the stage a spot- 
light focused on it—it rose and turned 
about to show from every angle. 

Other significant styles were grouped 
around the window and at the bottom 
was a series of framed panels high- 
lighting the important steps in the 
manufacture of a Compo Shoe. These 
include sole roughing, sole cementing, 
latex lasting, bottom roughing, bottom 
cementing and sole attachment in the 
Compo Conveyor. It is at this point of 
sole attachment that the special adhe- 
sive is used whi-h has been formulated 
by the DuPont Company. Accompany- 
ing these panels were actual shoes in 
the process of construction. The whole 
combined to make an educational ex- 
hibit and one of great fashion interest. 

The DuPont officials in charge of the 
store reported that this window set a 


new record for public interest and at- 
tention. This dramatic presentation is 
something which will undoubtedly be 
taken up by metropolitan stores as a 
highly effective way of displaying 
shoes. The exhibit was one of a series 
which the company carries on through- 
out the year to demonstrate the many 
“better things for better living through 
chemistry” made possible by DuPont 
research and invention. 


Davies Appointed Shoe 
Manager of Columbus Store 


CoLUMBUS, OHIO — David B. Davies 
has been named manager of the shoe 
department of the John H. Pumphrey 
Co., 18 North High St., Columbus, 
men’s clothiers. During the past 20 
years he has been in the shoe retailing 
field. 


Coey Purchases 
Woodland Store 

WoopLAND, CALIF.—C. V. Coey has 
purchased the Main Street shoe store 
from Victor Groh. Mr. Coey operates 
other shoe stores in Lodi, Modesto, So- 
nora and Marysville, Calif. 
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Obituaries 


J. Spencer McBride 


ATLANTA—J. Spencer McBride, man- 
ager of the shoe department of George 
Muse Company, died April 4 in a local 
hospital. He had been manager of the 
department for three years. 

A native of Vidalia, Ga., Mr. Mc- 
Bride had been in the shoe business for 
many years, and had been connected 
with department stores in Georgia and 
North and South Carolina. He served 
as manager of the shoe department of 
Ivey’s department store in Greenville, 
S. C., before coming to Atlanta. 

He is survived by his widow, his par- 
rents, two sisters and a brother. 

Funeral services were held in Vi- 
dalia, April 6. 


Walter M. Noble 


Los ANGELES—Stricken with a heart 
attack while he was waiting to board 
a street car, Walter M. Noble, manager 
of the C. H. Baker shoe store at 629 
South Broadway, died before aid could 
reach him. 

Mr. Noble} who was 57, resided at 
1934 Tamarind Street, Hollywood. He 
is survived by a widow, Mrs. Adeline 
C. Noble, living at the Tamarind Street 





address; a married son, William B. 
Noble, of Sherman Oaks; a married 
daughter, Mrs. Robert Ballard, of 
North Hollywood, and a grandchild. 

Mr. Noble had been with the Baker 
firm for 43 years. 


Chester C. Lloyd 


JANESVILLE, Wis.—Chester C. Lloyd, 
75, widely known shoe salesman and 
for many years associated with the Sid 
Weber Shoe store, died April 7 at a 
local hospital. Mr. Lloyd had been a 
resident of Janesville for the last 20 
years and is survived by his widow, two 
sons and a sister. 


Daniel T. Keig 

Napa, CALIF.—Daniel T. Keig, 65, 
veteran shoe merchant here, died in 
a Reno, Nev., hospital after a brief 
illness. 





St. Louis Firms Share 


Army Boot Order 


Boston, Mass.— The International 
Shoe Co., and the Brown Shoe Co., both 
of St. Louis, are to share in a contract 
to make 100,008 pairs of leather boots 
with legging tops for use of the regular 
Army, as the result of bids opened at 
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the local Army Base on March 31. Of 
this quantity, the International Shoe 
Company has been awarded 70,000 
pairs at a price per pair of $6.64; and 
the Brown Shoe Company the balance 
at $6.77. This is an average price per 
pair of $6.68. 


More Freak Shoe 
Sizes in Army 

Boston, Mass.—From the Boston 
Quartermaster Depot there recently 
issued a statement to the effect that, as 
the result of informal bids, the W. L. 
Douglas Shoe Company has been 
awarded a contract to make 4326 
pairs of army service shoes.” “non- 
tariff sizes.” These, it was explained, 
are sizes not included in the regular 
tariff which runs all the way from 
5-C to 12-EE. Most of this latest lot 
ran from 12% to 16, with a few size 
4’s for good measure. 

“We've had to do this once or twice 
before,” sighed an officer at the Depot, 
“and we don’t seem to be able to keep 
up with the demand for freak sizes. 
Selectees, particularly from the South 
and West, are always demanding them 
and we can’t meet the demand. I 
don’t know what’s happened, but feet 
these days are a lot larger than they 
were in the days of the first World 
War.” For these shoes the Army paid 
$4.60 per pair. 
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VENT-O-LITES FOR MEN 


POPULAR BECAUSE THEY ARE 
COOL AND COMFORTABLE 


GENUINE $1 .20 
LESS 5% 
10 DAYS 


36 PAIR 
LOTS ONLY 

AND 2 WEEK 
LOCKSTITCHED DELIVERY 


J gf Finest Kind of for Use at Cou ia Hi 
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HARWOOD SHOE CO., INC. 
601 Washington St. Lynn, Mess. 

















H. D. Liff Appointed Buyer 
For Richmond Store 


BALTIMORE, Mp.—Henry D. Liff, who 
has been the buyer of the downstairs 
shoe department of the May Co., here, 
for some years, has resigned his posi- 
tion te assume the buyership of the 
upstairs and downstairs departments 
of Kaufman’s, Richmond, Va. Mr. Liff 
has been very popular and successful 
in Baltimore and his successor has not 
as yet been named. The downstairs 
department of the May Company is 
merchandised by Philip Wainer, who is 
a competent shoe man in his own right. 
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Named to Defense 
Mediation Board 


New York—Cyrus S. Ching, of 
United States Rubber Company, was 
recently appointed a member for in- 
dustry of the newly-created National 
Defense Mediation Board by President 
Roosevelt. He is known to all his 
friends—business leaders and union 
leaders alike—as “Cy” Ching. He is 


CYRUS S. CHING 


widely considered one of the country’s 
foremost authorities on the relation- 
ships between the employed and the 
employer. 

He was born on a Prince Edward 
Island farm, in Canada; worked in a 
grain elevator in Alberta; landed in 
Boston, Mass., with a few dollars in 
his pocket; found out, as he ruefully 
noted: “how many meals you can 
stretch out of a can of beans”; landed 
a job as motorman for the Boston 
Elevated Railway; worked his way 
through the night school of law, North- 
eastern University, Boston, and was 
admitted to the Massachusetts Bar. He 
rose job by job with the Boston Ele- 
vated to post of assistant to the presi- 
dent, in charge of personnel. He joined 
the United States Rubber Company in 
April, 1919, in charge of industrial re- 
lations, his present post. 

He is much in demand as a speaker 
—speaking extemporaneously, with 
much colloquial idiom. He has lectured 
for years at Dartmouth, also at Har- 


vard, Yale, University of Pennsylvania, 
Vassar and other leading colleges and 
universities. 


525 Rooms Reserved 


For Boston Fair 


Boston, Mass.—To date, 350 exhibi- 
tors have reserved 525 rooms in which 
to show and sell their merchandise dur- 
ing the Boston Shoe Fair, to be held 
June 2-5 in the Hotel Statler and the 
Parker House. Of these, more than 80 
exhibitors are leading manufacturers 
of men’s and boys’ shoes and slippers, 
including many of the largest com- 
panies in the country. 

“The Boston Shoe Fair,” says Max- 
well Field, manager of the Fair, “is 
conducted under the auspices of the 
New England Shoe and Leather Asso- 
ciation, which has been operating a 
shoe show in Boston for 21 consecu- 
tive years. This Boston Fair has al- 
ways been recognized as a very impor- 
tant industry-wide Summer show, offi- 
cially opening the Fall and Winter 
selling season. The decision to conduct 
this show during the first week of June 
was due largely to the demands of 
manufacturers and buyers of shoes for 
the volume trade —chain, mail order 
and large department stores — who 
claimed that the first week in June was 
the right time to sell—or buy—shoes 
for the Fall and Winter season.” 


Pocket Size Color Cards 


New York—tThe new color cards for 
men’s and women’s Fall shce leathers 
has just been issued by the Textile Color 
Card Association in a convenient pocket 
size edition. The books contain pages 
of leather swatches, presenting the Fall 
colors chosen by the Association in co- 
operation with the Tanners’ Council of 
America, the National Shoe Retailers’ 
Association and the National Boot and 
Shoe Manufacturers’ Association. 

Each color is presented in different 
leathers and surfaces. Facing each 
page of swatches is a brief discussion 
of the color and. coordination notes. 
The list of official colors with coordi- 
nation notes appeared in the March 22 
issue of the Boor AND SHOE RECORDER. 
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Ten Selling Themes 


[CONTINUED FROM PAGE 15] 


may include a trip to the country or 
the camp where the soldier boy of the 
family is in training. Summer casuals. 
Closed-up casuals for practical wear 
on dirt and sand and gravel. White 
casuals . . . all-white or with maybe 
a touch of red or green or blue... 
for costumes of many colors. Play 
shoes, too, with soles that can take it 
in rubber and rope, as well as the more 
formal leather. 

4. Graduation whites for those hun- 
dreds of thousands of youngsters tak- 
ing the big step into high school or 
college or the big world. And while 
you are selling these all-over whites, 
promote the idea of different whites. . . 
carnation and creamier gardenia and 
others. 

5. Cool dark shoes for dressy town 
wear all through the Summer. Your 
customers may not need such a shoe 
or you may prefer to promote it later 
and show a very open white shoe dur- 
ing this week. If you do, we have just 
the thing to start you thinking in our 
number 10 shoe. You may get it even 
more open than this sandal and play 
it up as “the very nude look,” new and 
important for Summer, 1941. 

6. Multi-colors in everything from 
dressy sandals to play shoes, in leathers 
and fabrics. Embroidery in multi-color 
flowers on fabrics and in straw on 
straw shoes is very popular and smart. 
There is a good choice of such shoes 
in high to low price brackets. Multi- 
colors in striped fabrics. Tricolors in 
play shoes. 

7. Dude Ranch saddle color to wear 
with white. It’s a new idea which style- 
minded customers may like. Don’t sell 
it instead of a white shoe. If you must 
sell it instead of something else, sell 
it instead of another color. It looks well 
with sunburned skin and hair and it 
is definitely in the trend for natural 
and blond tones. 

8. Beach and slack shoes for the 
third week in June. Vacation shoes for 
the real vacation just around the cor- 
ner. There is no limit to the number of 
attractive ways of playing up these 


mother who does the house work and 
the family shopping. We could not 
show all the shoe possibilities here so 
we chose one type. . . the woven sandal 
. . » Which has proved its popularity 
over several seasons. This particular 
type, by the bye, is available in men’s 
and children’s sizes, as well as women’s. 
This might be a good time to promote 
the father, mother and family theme. 
Just a variation on the mother and 
daughter, husband and wife, father 
and son, themes. , 

10. Whites after the Fourth. This 
year why not take a bold step? Why 
not try stretching out your white sea- 
son for the month of July complete. 
You know that most of your customers 
will have their Summer vacations in 
July or August. Why not try stretch- 
ing out that white season right up to 
the first of August? It’s a logical step 
to take. We say, try it. Can you think 
of a shoe more welcome to a woman 
at this time of year than a soft, opened- 
up white shoe with comfortable, youth- 
ful low heel? 


Open New Men’s Department 


SCRANTON, Pa.—A new Nunn-Bush 
shoe department has been added to the 
newly remodeled Schreiber’s Clothing 
Store, Spruce Street, this city. The 
department is under the direction of 
James Langan. 

All display cases have been re-essed 
and fluorescent light effects have been 
installed. 


Retailers Look for 
Record Year 


INDIANAPOLIS, IND.— The business 
picture in Indianapolis is painted in 
bright colors, with an increase of 25 
to 80 per cent over a year ago at this 
same period.. Buying is at its peak. 
This probably is due to the vast num- 
ber of skilled mechanics employed in 
defense industries. Shoe retailers are 
enjoying the best business in years, and 
most of the volume is in better grade 
merchandise. According to authentic 
reports, weekly payrolls in the state 
are more than one and a half million 
dollars higher than a year ago, and 
merchants on the whole are favorably 
impressed with the buoyancy of trade 
during the past several weeks. 

Hand-tooled western shoes for men 
and young men in combinations of 
saddle calf; blonde antique calf, in 
plateau lasts and walled lasts with 
crepe soles are in good demand. Some 
broguish types with hard heels, and 
leisure footwear in many styles are 
moving freely. General reports from 
retailers indicate that ventilated shoes 
in all colors are gaining in popularity 
at a rapid pace. The Summer-like 
weather has brought about a demand 
for sport shoes in coffee and cream and 
tan and white combinations. 


Heads Children’s Section 


Cuicaco—M. W. Hagen, who was 
previously with Pool & Piper, chil- 
dren’s shoe specialists in Evanston, IIL., 
has recently been placed in charge of 
the children’s department of F. E. 
Foster Co. 


Reopens Shoe Section 


CuIcaGo, ILL.—With the completion 
of their remodeling of the fifth floor the 
new Shoe Box has been reopened by 
Chas. A. Stevens & Co., women’s ap- 
parel specialists. The new department 
is simple and streamlined in design 
with straight low chairs and table- 
type display cases. The new section 
also includes a junior department lo- 
cated just adjacent to the junior cloth- 
ing department. The Shoe Box is 
operated in addition to the main floor 
shoe department. 











Lines advertised in Boot and Shoe 
Recorder are brought in close contact 
with the Consumer through the man at 
the Fitting Stool—Point-of-Sale. 
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SALESMEN WANTED 


POSITION WANTED 


SHOE STORE WANTED 





XPERIENCED FULL TIME AND SIDE- 

LINE SALESMEN for nationally adver- 
tised lines Athletic Footwear, Golf Shoes, Moc- 
casins, Military, Work, Riding Boots, also other 
items featured in attractive 42 page catalog. 
Straight commission to start. Territories open: 
New York State; New Jersey; Connecticut; 
Massachusetts; Wisconsin; Nebraska; Alabama; 
Mississippi; Louisiana; West Virginia; Ken- 
tucky. Address #129, care Boot Shoe 
Recorder, 100 East 42nd Street, New York. 
N. Y¥. 





ALESMAN—for New England—to represent 

large distributor of Nationally Advertised 
Lines. Must be familiar with the trade and 
territory, retail experience valuable. All corre- 
spondence strictly confidential. Address 2128, 
care Boot Shoe Recorder, 100 East 42nd 
Street. New York, N. Y. 





ALESMAN to represent New York Manu- 

facturer of style shoes retailing $6.95 to 
$8.75, for Middle West territory. Write full 
particulars. Address $127, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
N. Y 





ALESMEN to carry popular priced children’s 

Shoes of large Eastern olesaler. All ter- 
ritories open. Please supply full ioterinstion. in 
letter. Address #125, care Boot Shoe 
Recorder, 100 East 42nd Street, Neo York, 
N. Y. 





SAL .ESMAN for Nationally known Slipper 

Line. Manufacturing Hard Sole Men’s and 
Women’s slippers, selling to Chain Shoe Stores 
and Department Stores. Write stating terri- 
tory covering. Application will be treated con- 
fidentially. Address £131, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
| te 





LINE WANTED 


LINE WANTED for North Carolina, South 
Carolina, View. West Virginia, by Shoe- 
business. Address $111, 
& Shoe Recorder, 100 East 
Street, New York, N. Y. 








ALESMAN—large following, New York, Con- 

necticut, popular price; Knows Department 
Stores, Retail Trade. Address $124, care Boot 
& Shoe Recorder 100 E. 42nd Street, New 
York, N. Y. 





MEN: S AND CHILDREN’S SHOES, medium 
priced lines; also all kinds of Slippers, for 
Southeast. Commission. ddress £123, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





SALESMAN, many years’ experience New 
York-New Jersey, know retail and department 
store trade thoroughly, wishes to represent manu- 
facturer or jobber with line Ladies’ and Men’s 
shoes to retail $3.00-$5.00. Can furnish best 
references. Address Fey care Boot & Shoe 
a i100 East 42nd Street, New York, 


Was YOUR SALESMAN DRAFTED? I'll 

replace him for the year. shoe man; 
Sold shoes on road for years. Also experienced. 
buying, merchandising cheap and medium priced 
footwear of all kinds. Best of references. 
Wholesale or retail. Addres $115, care Boot & 
a Recorder, 100 East 42nd St., New York, 





'‘OUNG Man wants to buy Shoe Store. Will 

pay cash if price is reasonable. Address $126, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





WANTED TO PURCHASE 





FOR SALE 


$1 500 will buy fully equipped Ladies’ a 

*Store, located mid-town area New 
York City. Established eight years. Terms will 
be given to reliable party. Rent $166 per 
month. Satisfactory reason for selling. Address 
3121, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. : 








SIDE LINE SALESMAN WTD. 


RETAIL COMMISSION MEN now selling 

Men’s or Ladies’ line of Shoes can profit- 
ably add our Children’s Line of Cement and 
Stitchdown Shoes as sideline. By giving full 
particulars concerning present line and _terri- 
tory desired. NICHOLS SHOE COMPANY, 
3419 Rutger, St. Louis, Missouri. 


SHOE DEPT. FOR LEASE 


L2?? NG ESTABLISHED HIGH GRADE 
MEN’S WEAR STORE has operated suc- 
cessfully Ladies’ Shoe Department for many 
years. Department is separated from main 
store; separate window. 100 per cent location. 
Good payrolls. Popular priced nationally adver- 
tised lines. Will lease only to high grade right 
operator. Address $122, care Boot & Shoe 
ss 100 East 42nd. Street, New York, 














FOR RENT 


NEW ROCHELLE, New York, 502 Main 
Street, Modern Store, 100% location; Ideal 
for shoe store; reasonable rent. William Kusche, 
Owner, 95 Locust Avenue. 











Cambridge Rubber 
In New Offices 


New YorkK—The Cambridge Rubber 
Company is now installed in their new 
sales offices and showrooms at 830 and 
843 Marbridge Building, 47 West 34th 
Street, here, moving from 200 Church 
Street, where they had been located 
for several years. 

Mr. J. S. Protzel, New York branch 
manager of the firm, is in charge of 
the new offices. 





Buyers of Surplus Stocks 
ES Sa 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phore WOrth 2-5377 and 5378 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


2S See © ante an cote. 
7 Write, wire er phone. 
ARSH & 


B CEASAR 
19 N. Fourth St. Philadelphia. Pa. 
Phone Market 1666 








WweE AR 


Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen ty. Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Ftc. 


IRVIN \ RUBIN 
“The H. 


88 Reade rena coro Church 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 
‘FOR CASH 


A. L. BARIS, ~~ 


BARS SHOE CO., INC. 
1 Reade St., New York 
ahoeen references on request. 











WE BUY FOR CASH 
YOUR SURPLUS STOCKS 


We will buy your end of season lots. Prefer 
shoes to retail $5.00 and up. Complete stocks 
also bought. 

Write or wire 

M. SACK 
5328 Wilshire Blvd. Les Angeles, Calif. 

















or all other classified advertisements 
Aaland enabie: Windy cdeeaba be abdul ler Gt oddvecs. 


ted. 
display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising ie pavable in advance. 
8 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® 


CLASSIFIED ADVERTISING RATES 


Lines Wanted” advertisement is 4 cents per word for all undisplayed a 
the rate is 7 cents per wo 
In all other cases each word of the 


dvertisements. Mini- 
Minimum charge. $1.25. 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 


Rotter type device 


FOOT COMFORT easil) 
provided for hard-to-fit o 
abnormal feet. Our Sho 
Doctor Shrinkers when usec 
with our specially pre 
pared fluids, give th-« 
proper fit to shoes whict 
fit large around the top 
slip at the heel, or gap a 
the sides. Any fullness o: 
wrinkles in leather or fab 
ric are easily shrunk with 
out harm. 


$1.50 


Special combination offer $25.00 (fluids in. 
cluded in above prices). 


Send your order or write for detail informative 


E. C. SMELTZER CO. 


121 EB. Stat Street. Indiannpolix, tnd 





Handbags for Consignment 








CONSIGNMENT— 
HANDBAGS FOR CONSIGNMENT 
TO RETAIL FOR $1.00 TO $2.00 


store te teresting prepedites--ei ne 
25% commission. for full details. 


NEW YORK LEATHER GOODS 
300 W. Adams St., Chicago, Mi. 
DEARBORN 0688 














MORE VALUE WITH 


$6 in’ DOZEN 
IN INDIVIDUAL 
CARTONS 





Women’s — 3 to 10 
en's — 6to 
(Narrow & Wide) 

MODERN ORTHOPEDIC APPLIANCE CO. 
109 West 26th St. 


Met-eeze—h PROFIT- 
ABLE REPEATER 


Combination metatarsal and longi- 
tudinal arch support 
One piece construction 
Top grade cowhide — sponge rubber 
elevations 
Unique adhesive sole strip for perma- 
nent or interchangeable attachment. 
The Best Buy On The Market — Pius Spe- 
celal Sales Producing Plan 
or Write Direct — 


13 Contact Local Jobber 
Complete Line Orthopedic Appliances 








IAL AR IIE 


fim, Alter Shoe 











Easter Successes—1941 
[CONTINUED FROM PAGE 32] 


with butterfly bow. Sandals were seen 
occasionally, as were also casual town 
shoes with low wedge heels and mili- 
tary buckle monks in low leather heels. 
Plenty of oxfords in feature types. 

Fancy heels were entirely out of the 
picture. One or two shoes on high 
wedges . . . obviously left over from 
last year .. . looked awkward and very 
outmoded. Heel heights ranging from 
13/8 up to 22/8, but chiefly in the 
18/8 height. Platform soles .. . thin 
ones on pumps and slipons and thicker 
rocker bottom ones on sandals. Not a 
great many but enough to be noted. 
Wall lasts just a matter of course in 
closed toe patterns on medium heel 
heights. Round toes more popular than 
square toes, but a few very smart 
tailored shoes on the square. 


Parade of the Baby Last 


The baby last had its place in the 
Easter parade’ and showed its versa- 
tility by appearing on a young girl 
in a low heel, d’Orsay pump version, 


and on a middle-aged woman in a Nor- 
wegian type. The girl’s style was in 
patent leather and looked like a child’s 
dancing pump, in spite of the fact that 
the girl was tall and obviously wore a 
large size. The older woman’s shoe was 
in black suede and looked smart, com- 
fortable and suitable. 


Hat Talk 


Men will still have plenty of chance 
to talk about the female head covering, 
if we can judge by what we saw this 
Easter. Prettiest and most popular 
are the little flower hats ... gay with 
multicolor flowers and veils in contrast- 
ing colors . . . green, purple, red and 
blue. White flowers carrying out the 
lingerie idea of collars worn outside 
the coats were especially fresh and 
charming. Veils and flowers were defi- 
nitely the order of the day. Girls who 
wanted to be more tailored liked the 
sailor berets or the military theme of 
a peaked hat with plumes. 


Buys Partner’s Interest 


JASPER, IND.—Ray Schneider has 
bought the interests of his former 
partner Nate Teachert in the shoe 
store formerly known as Teachert & 
Schneider. The store is now called 
Schneider’s, Inc. 





SANDUCK 


Genuine Water Buffalo 


SANDALS 


Exclusive styles—low prices. One dealer to 
average-size town. Enquiries solicited. 10 
popular patterns for men, women, children. 


Above model with wedge: $1.87!/2. 


The CORDOVAN Corporation 
120 Walker St. New York, N. Y. 











New In-Stock Catalog 


Boston, Mass.—A well balanced line 
of Spring and Summer shoes for men 
is pictured in an unusually artistic in- 
stock catalog just published by the 
Conrad Shoe Company of North Ab- 
ington, Mass. The more than 65 styles 
illustrated in full color include shoes 
for every occasion—formal dress, street 
wear, sports and casual. Three styles 
with wrap-around soles are an inter- 
esting feature, as are styles showing 
the military influence, and flexible sole 
numbers. Emphasis is placed on the 
ventilated and moccasin types in addi- 
tion to the more conventional tan and 
white numbers now made on the com- 
pany’s new Wales last. The cover, at- 
tached with spiral binding, is a strik- 
ing repetition of the words “Conrad 
Shoes” worked out in red, white and 
blue colors. 


Leases Glassner Department 


CoLuMBus, IND. — Jim Cook has 
leased the shoe department in the 
Glassner Store here and will feature 
women’s style shoes exclusively rang- 
ing from $3 up. 
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Dates to Remember 


Buffalo Shoe Show, Hotel Statler, 
Buffalo, N. Y. April 20, 21, 1941 


Monthly Showing Michigan Shoe 
Travelers, Hotel Statler, Detroit, 
Mich. May 5, 1941 


Spring Meeting Tanners’ Council 
“a America, White my ae 
Springs, W. Va. May 8, 
Introduction of Fall Footwear Fash- 
Louis 


ions, St. Shoe Manufac- 
turers Association, Hotel Com- 


modore, New York. 
May 11, 12, 13, 14, 1941 


Southwest Fall Shoe Style Show, 
sponsored 


, 1941 


by Southwestern Shoe 
Travelers’ Association, Texas 


Hotel, Fort Sa 
y 24, 26, 27, 28, 1941 


Annual Convention California 

Shoe Retailers Association, Hotel 

St. Francis, San Francisco, Calif. 
May 25, 26, 27, 28, 1941 


Central States Shoe Fair, Sponsored 
by Joint Travelers and Retailers 
Associations, Morrison Hotel, 
Chicago, Il. June 1, 2, 3, 1941 


Boston Shee Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Midwest Shoe Fair, Netherland 
Plaza Hotel, Cincinnati, Ohio. 
June 8, 9, and 10, 1941 


Annual Convention Pacific-North- 
west Shoe ilers Association, 
Olympic Hotel, Seattle, Wash. 

June 8, 9, 10, 11, 1941 


Annual Convention New York State 
Shoe Retailers rome 
Onondaga Hotel, Syracuse, N. Y. 

June 15, 16, 17, 1941 


Annual Summer Convention Iowa 
National Shoe Travelers Associa- 


tion, Chamberlain otel, Des 
Moines, Iowa. June is 16, 17, 1941 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 





E-J Workers Get Increase 


BINGHAMTON, N. Y.— Wage _in- 
creases of 10 per cent for the 20,000 
employees of the Endicott-Johnson Cor- 
poration amounting to $1,250,000 an- 
nually were announced by President 
George W. Johnson, to become effective 
April 14. In a notice to the employees 
he said: 

“Your factories and tanneries have 
been fortunate enough to run full time 
during the first quarter of this year 
and indications are that they will con- 
tinue to do so for some time. If we 
have uninterrupted production through- 
out the year, we believe results will 
justify another increase at that time.” 
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Bayeg oom. 


BOOTS AND SHOES 





ARNOFF SHOE COMPANY, New York City............0...000 cee ceee ye 
BELLAIRE SHOE COMPANY, Portland, Me................0.0ccccccscceneues 39 
BRAUER BROG, SH Go. St. Boule, Moon... ccc cesses cee eke econ 1 
CONNEL, J. BM., SHIR OO. Wrnletrec, Mass... . 65... cece ce ss cccceecccsssuige 44 
CORDOVA Cea er ree WO Chan nF occ ia sees codacianccueede 49 
ENDICOTT-JOHNSON CORP., Endicott, N. Y...............6000 000 0c0ee 2nd Cover 
FOSTER, W. K., SLIPPER CO., Haverhill, Mass.....................cceeeenes 42 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa........ 2.2... cecececcceee Back Cover 
GOODWILL SHOE CO., Holliston, Mass................. 060. ccee cee cececeeees 46 
HANSA TRADING CORP., New York City................. 2.6660 e cece eee eeee 42 
HEALTH SPOT SHOE SHOPS, INC., Danville, Ill............................ 31 
ee Se I ON ce acaba scken cep cboclce shecieet 46 
JUSTIN, H. J.. & SONS, INC., Fort Worth, Texas................ 26.05 ec eens 42 
NE ne een ee 43 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind............ 33, 34 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass........................ 40 
Cee ae CUR a: AOU NOS. wo. os oo vc tow cwwdinw ob cos neve vpuceers ss 46 
I ee eas beecdevsivtcncedcveccndias 40 
ROGERS BROS. SHOES, INC., Boston, Mass...................00-cccceeecuacs 42 
SCOR, Dire Pm, Masi oon cia ccc ccccccccccccctcs 4 
SI I Mg CO, gos ik enw cecistccnsccceectesvecvgncvivns 40 
VACATIONLAND MOCCASIN CO., Bangor, Me..................00cccceccees 46 
WORL. SHOE COMPANY, Se. Lowls, Moe... once ccc cece ct ccc cccccdscccsccvccs 3 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New York, Boston, Philadelphia.................. 39, 41, 43; 45 
COLONIAL TANNING CO., Boston, Mass....................0cceeeecees 3rd Cover 
ENGLAND-WALTON CO. Boston, Mass................0..ceccecccceceeuceccs 36 
KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich................... 40, 44 
CRE Ea es os re, Uda sano ook onic cv cave es cccuven ccs weasccdvace 4 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


a SSE” EE SOG Fay ren ee oa ee Mages Magee 40 
GOODYEAR TIRE & RUBBER CO., Akron, Ohio....................4.. Pte 
SPAULDING FIBRE CO., No. Rochester, N. H................-.0.0005 Front Cover 
UNITED FAST COLOR EYELET 'CO., Boston, Mass......2..........-0.cccees 2 
UNITED LAST COMPANY, Brockton, Mass.................00 cc cccceccccucce 27 
UNITED SHOE MACHINERY CORP., Boston, Mass......................02. 8, 10 


STORE EQUIPMENT AND ACCESSORIES 


DUNDEE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cal.............. 49 
MODERN ORTHOPEDIC APPLIANCE CO., New York City.................. 49 
NEW YORK LEATHER GOODS CO., Chicago, Tll............. 000.0 c cc ccceee 49 
SCOTT FOOT APPLIANCE CO., Omaha, Neb.................00.0 ce ccucucecs 41 
Pe ee OO Men nies IN Wei sis cance ibs ew abii ne below boSek ey 35 
SMELTZER, E. C., CO., Indianapolis, Ind........... 2.0.2.0... 6c c ccc ce ccc eee 49 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City..........0......cc ccc cccecccee 48 
BARSH & CEASAR, Philadelphia, Pa................. ie EES CBCY ip 48 
KIRSCH-BLACHER CO., INC., New York City.... 2.0.0.0... oc cece ccc ccc cce 48 
PEE, MONT Maly POU US CORY, ooo od.c ono vb aids had Ves dae Oo Done ch die xe cee, 48 
es ey RO ARN Ha on end sins 5 dade sac cna’e sun ocBe ge cabs coudeccesver 48 







































































GERBERICH-PAYNE... anp vou 


? 
= 2 ~ 
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Style No. 735 


Boys' Brown, and White Blucher Ox- 
ford, Mesa Last, Rubber Heels, Oak 
Soles. Widths A to D. 

Carried in Big Boys’ sizes, 

61/5 to II. 





GERBERICH - PAYNE v 


SHOE COMPANY mount soy + pennsYtvant 


New York Office, Marbridge Building, Room 405 . . . Los Angeles, Hotel Lankershim 





